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BLUE DIAMOND 
Calijoruia ALMONDS 


Visit any candy counter. Ycu’'ll find a famous maroon-and-silver 
wrapper. Inside . . . superb Hershey chocolate artfully blended 
with crisp, sweet almonds. 


Year after year millions of ‘pounds of California’s finest BLUE 
DIAMOND almonds are graded and processed to meet the 
special requirements of manufacturers like the Hershey Choco- 
late Corporation. 


Order Blue Diamonds in the whole kernel, or order ‘em diced, 
sliced, split, or halved, according to your special needs. They'll 
cost you less to handle because they're accurately graded for 
size and quality. 


Remember, this is an almond year. Prices are favorable. Consult 
your local Blue Diamond representative, or write us direct. 
We're almond specialists, and have been for 38 years. 


*Trade-Mark "Blue Diamond” Reg. U. S. Pat. Off 


America's Ho. 1 Supplier 
of Fine Almonds 


CALIFORNIA ALMOND GROWERS EXCHANGE 


SACRAMENTO, CALIFORNIA 
NEW YORK CHICAGO 
100 Hudson Street 221 N. La Salle 
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Suggested Uses: 


ICE CREAM 
CONFECTIONERY 
TABLE SYRUPS 

PUDDINGS 
PIE FILLERS 
FONDANTS 


FOUNTAIN SPECIALTIES 


ICINGS 
HOUSEHOLD EXTRACTS 
TOBACCO 

DESSERTS 
CEREALS 
and OTHERS 
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PORT AUTHORITY BUILDING, 


Boston, Mass., 


BRANCH OFFICES and STOCKS: Atlanta, Ga 


cinnati, O., Cleveland, O., Dallas, Tex., Detroit, Mich 
St. Louis, Mo., ‘Toronto, 


Canada and 


Pa., San Francisco, Calif., 


FACTORY: Clifton, N. | 





FRITISCHE 


76 NINTH AVENUE, NEW YORK 11, N. Y. 


*Chicago, Wl., Cin- 


Los Angeles, Calif., Philadel pia, 
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Pioneer Specialized Publication for Confec 
tionery Manufacturers Plant Management, 
Equip- 


Published Monthly on the 5th by The Manufacturing Confectioner Publishing Company, pub 
lishers of The Manufacturing Confectioner—The Blue Book—The Candy Buyers’ Directory—Candy 
Merchandising. Executive offices: 400 West Madison Street, (Daily News Bldg.), Chicago 6, 
Illinois. Telephone FRAnklin 6369. Eastern Offices: 303 West 42nd Street, New York City 18, N.Y 
Telephone Circle 6-6456. Publication Office: Pontiac, Illinois. Copyright, 1948, Prudence W. 
i i $3.00. Two Years, $5.00. Per Copy, 


Allured. All rights reserved. Subscription Price: One Year 
35c. In ordering change of address, give both old and new address. Entered as Second Class 


Matter, April 20, 1939, at the Post Office at Pontiac, Illincis, under the Act of March 3, 1879. 
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Li me Tx e FLAVOR Lemon Oil delivers flavor . . . clarity 
and uniformity not found in any other 

OF A FRESH-CUT Lemon Oil. 

LE MON ins des Always specify it by the brand name 


when you order — Exchange Oil of 


Lemon. And to insure your satisfac- 
When it’s /emon you want, Exchange is 


the Oil! 


tion, accept no other brand. 


; Distributed in the United States exclusively by 
More than 80% of all the lemon oil used DODGE & OLCOTT, INC. 


180 Varick Street, New York 14, N. Y. 


FRITZSCHE BROTHERS, INC. 
Oil. This overwhelming endorsement by a ere 


in the United States is Exchange Lemon 


, Distributors for: 
the trade is your assurance that Exchange EN yee ce 


PRODUCTS DEPARTMENT, ONTARIO, CALIF. 
Producing Plant: 
EXCHANGE LEMON PRODUCTS CO., CORONA, CALIF. 
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To make it 
Better and Better and Better 


A great new research program, ever your requirements for standard 


designed to develop products that or special formulas, our technical 
will be of ever-increasing service and and sales staff is always available to 
value to you is now under way. What- assist you. 


Anheuser-Busch 


CORN SYRUP 
STARCHES 


Dusting + Molding + Thin Boiling 





CORN PRODUCTS DEPARTMENT 


ANHEUSER-BUSCH, Inc. 


ST. LOUIS, MO 
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CONFECTIONERY 
ANALYSIS and 


COMPOSITION 


By 
STROUD JORDAN, M.S., Ph.D. 


and 
KATHERYN E. LANGWILL, M.S., Ph.D. 


2.50 


The first two volumes of “Confectionery Studies” by Dr. Jordan, have acquainted the confectioner with everyday problems and with 
standards in effect at the date of publication. A practical and technical evaluation of chocolate products then followed entitled “Chocolate 
Evaluation”. These three books were willingly received by the industrdy as valuable additions to the technical literature available. 


This book, the fourth in the series, is being published by The Manufacturing Confectioner. Confectionery studies have been continued 
and this volume concerns itself, first with applicable data that cover the composition of basic raw materials as well as that of the finished 
confections in which they have been employed. 





In assembling this volume reference is made to applicable methods. Where satisfactory methods of analysis are of general knowledge 
they are incorporated by reference. All specially developed methods and procedures are incorporated in detail. 


Where reconstruction of formulas from analytical data is considered, we are dealing with a relatively unexplored field. Many basic 
assumptions have been made before actual formula reconstruction has taken place. The second part of this volume is used to consider 
~ several confection groupings into which most confection types generally fall and full discussion of each follows. See Chapter Headings 
elow. 


Moisture (Ch. 1) Colloidal Materials (Ch. 7) Sugar Cream (Fondant Ch. 13) 
Ash (Mineral Matter—Ch. 2) Nuts and Fruits (Ch. 8) Fudge (Ch. 14) 
Sugars (Ch. 3) Acids (Ch. 9) Caramels and Toffees (Ch. 15) 
Starches (Ch. 4) Incidental Materials (Ch. 10) Marshmallow (Hard & Soft Ch. 16) 
Proteins (Ch. 5) Reconstructed Formulas (Ch. 11) Nougat (Ch. 17) 
Fats (Ch. 6) Hard Candy (Ch. 12) Gums and Jellies (Ch. 18) 
Coated Candies (Ch. 19) Appendix 


BOOK SECTION 


The MANUFACTURING CONFECTIONER 


400 W. Madison St. Chicago 6, Illinois 
ee ee | 
| Book Section: 748MC Rbaitein WHE Wb gsciicscnscdvesesssess | 
| THe MANnvracturinc CoNnrECTIONER a eee Cash Enclosed........ | 

| 
; 400 W. Madison St., Chicago 6, Illinois POP BMG ks sseiwnsave of Books. l 
| Please send me Dr. Jordan’s Book “Confectionery Analysis and Composition.” : | 
: TESLA GR HO I ae ae EERE See eee rene ee? | 
a a a at oe otlemanbwanionh ck boue ae vcpccieg gees heb<eekeee ce gun heswacubh ema eenas | 
| OOO Aa a ee Oe. Sg aie 2 ee ZONE...... | 
Qe at anaes awe aaa ere ew aewanamD apenas ae=aen ane as ean ener ean eee aaa at anae= abana ena enanaseRaDpaswanaePpananpa ‘ 
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let fifty years 


of expervence work 
for you... 


flavors by 


Givaudan 


For half a century a leader in the 
production of basic flavor materials, 
the Givaudan organization has carried out 


extensive research in flavors. 


Manufacture of aromatics and 
flavor materials at the 
Givaudan-Delawanna plant. 


This specialized research, plus 

many years of practical experience in 
production and creation of 
consistently high-quality 

products, will assist you 

in achieving flavor appeal. 


ineapple 


For an effective and economical 






pineapple flavor that captures the 
Greater Distinction through true character of the fruit, try 
PINEAPPLE F-235-1. Concentrations 

for use in hard candies and fondants, 


ivaudan -| )elawanna. 
= Inc. 


and suggestions for retaining the 


bac) desired acid balance, will be 
330 West 42nd Street « New York 18. N. Y. , ‘ ‘ 
furnished, together with samples, 
J - Phi * ‘ 7 
Branches: Philadelphia « Boston by our Flavor Research 


Cincinnati + Detroit « Chicago « Seattle « Los Angeles . , 
Laboratories. Your 


inquiries are invited. 
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Will Streamline 


YOUR AERATED CANDY PRODUCTION 


Now you can produce all types of creams, divinity, 
fudge, kisses, nougats and other aerated confections 


without using a mazetta or nougat cream. 


Sounds astounding, doesn't it? Nevertheless, now, 
with Central Soy Albumen, the extra labor and equip- 
ment necessary to produce mazettas or nougat creams 
are entirely eliminated. Now you can produce all types 
of aerated candy in a continuous flow—from start to 
finish—at a material reduction in cost—and stream- 


line your entire production. 


Why?—Because Central Soy Albumen functions 
differently than other whipping agents. Repeated tests 
and prolonged production experience in many large 
candy plants throughout the country, show that 
Central Soy Albumen is superior to other whipping 


agents in these characteristics. 


a e a j 


va 
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Central Soy Albumen Will: 
Whip Quicker and Faster 
Produce Greater Volume of Aeration 
Produce Smaller, More Uniform Air Cells 


Not Break Down if Whipped Beyond Peak 
Volume 


Withstand Higher Temperatures With No 
Break Down 


Retain the True Color of Chocolate in 
Fudge, etc., to a Far Greater Extent 


Find out how Central Soy Albumen can help you 
to streamline your candy production. Write today for 
our new, complete, technical bulletin “Central Soy 
Albumen for Confectioners"—it will tell you in detail, 
with formulas, how to improve your production of all 


types of aerated candy. 


=i ee ler rt 

“Centrof: LecithTo, ‘Centrsi. Soy 

Albumen, ané- ~Specialized 
Centraét Sdy Flours 

"a5 ihe ‘ 7 One of ‘the World's Largest 

—o= = ee SoyBean Protessory. - : 


_CENTRAT=SO¥A © GMP ANY, 4INC., FORT- WAYNE 2, INDIANA 
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THE WORLDS FINEST ORANGE OIL 


Made exclusively from oranges from 
the Sunkist Groves of California. 


Exchange Oil of Orange gives you 
more real orange flavor, drop for drop 
or pound for pound, than any other 


orange oil. 


Distributed in the United States exclusively by 


DODGE & OLCOTT, INC. 
180 Varick Street, New York 14, N. Y. 


FRITZSCHE BROTHERS, INC. 
76 Ninth Avenue, New York II, N. Y. 
Distributors for: 
CALIFORNIA FRUIT GROWERS EXCHANGE 
PRODUCTS DEPARTMENT, ONTARIO, CALIF. 


Producing Plant: 
The Exchange Orange Products Co., Ontario, Calif. 


for July, 1948 


Give it all your tests for guality, uni- 
formity and strength. Then you'll buy 
Exchange Brand. 


ingkae 
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LACTO- 


for CARAMELS___ 


TO MEET EVERY FORMULA 
REQUIREMENT 


The right milk is essential in producing good caramels—you can not go 
wrong with Placto Milk, the plastic milk or Placto Cream Powder—Placto 
smooths out the caramel batch, imparts a rich creamy flavor—and the full 
body and stand-up qualities so essential to good eating and longer shelf-life. 
Placto was developed by Candy Specialists—it is without equal in producing 
highly desirable characteristics in candy. 


ROSS & ROWE, INC. 


SOLE DISTRIBUTORS 


50 BROADWAY WRIGLEY BLDG. 
NEW YORK 4, N. Y. CHICAGO 11, ILL. 


























~ Renee jn QUALITY 


Speas Apple Products have long been 


NUTRL-JEL e 2 recognized as outstanding quality 
Powdered Pectin for |} Mee gage _ leaders . . . preferred by 
\ OA) making jams, jellies, 
| preserves. 

















American manufacturers 
for generations. 





“7. CONFECTO-JEL 
\ ie “| Powdered Pectin for 

a making better jellied 
| candies. 












Modern plants located 

in the great apple regions 

from coast to coast select 

and process the choice of the 
crop into Speas Apple Products. 














APPLEOSE 


\ by “ ' Fresh Apple Juice 
' * Vacuum concentrat- 
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Flavor manufacturers and processors who have tried Ethavan 
(Monsanto's Ethyl Vanillin) make it their first choice for all 
products that call for vanilla flavoring. 


This is because Ethavan has the following properties designed 
to improve flavor formulations: 


1. Distinctive flavor. 

2. More pronounced aroma. 

3. Extra staying power at extreme temperatures. 

4. Added economy (three times stronger than 

ordinary vanillin). 

Manufacturers who would like additional information and 
technical data on Ethavan are invited to mail the coupon — 
or contact the Monsanto District Sales Office in your area. 
Inquire also about the many applications of Methyl Sali- 
cylate, U.S. P., Benzyl Benzoate, U.S. P., Vanillin and Cou- 
marin Monsanto. Ethavan: Reg. U. S. Pat. Of. 


SERVING INDUSTRY...WHICH SERVES MANKIND 
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confections 


District Sales Offices: 
New York, Chicago, Philadel- 
PR ea ap ES on 9 phia, Boston, Detroit, Cincinnati, 
MONSANTO Charlotte, Cleveland, Birming- 
ham, Houston, Los Angeles, 
San Francisco, Seattle. In Can- 


ada: Monsanto (Canada) Ltd., 
Montreal. 





CHEMICALS ~ PLASTICS 


MONSANTO CHEMICAL COMPANY MC-1 e 
Organic Chemicals Division 

1700 South Second Street, St. Louis 4, Missouri 
Please send me additional information and technical data on *° 
Ethavan. 
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A new extra-helpful book on 


CANDY PRODUCTION 
METHODS AND FORMULAS 


by WALTER L. RICHMOND 
Plant Superintendent, D. Goldenberg, Inc., Philadelphia 


CANDY PRODUCTION: METHODS AND FORMULAS is a 
big, extra-helpful book designed to give practical 
know-how answers to problems of candy manufac- 
ture. Walter L. Richmond, the author, is plant sup- 
erintendent for D. Goldenberg, Inc., Philadelphia. 
His articles in THE MANUFACTURING CONFECTIONER 
are condensations of some of the extra-helpful 
chapters in this important book. 


In CANDY PRODUCTION: METHODS AND FORMULAS, 
Mr. Richmond describes fully the three basic opera- 
tions for good candy manufacture: (1) Ingredients 
and Cooking Actions, (2) Mixing, Casting, Coating, 


Etc., (3) Trouble Shooting. Mr. Richmond tells 
both the reasons and the methods of operation. In 
addition, he provides carefully selected formulas for 
both the wholesale and the retail trade. 


Mr. Richmond’s book has 30 helpful chapters, as 
shown in the contents table below. Whether you 
have a large plant or a small one, CANDY PRODUC- 
TION: METHODS AND FORMULAS will be an asset to 
your firm. Publication will be in September. Price 
is $9.50. Advance orders until September 1 accepted 
at $8.50—save you money. Use the handy coupon 
below. 













Flavors and Colors (Ch. 1) 
Cream Candies (Ch. 2) 


Chocolate Covered Cast Creams 

(Ch. 3) 
Cordial Fruit Creams (Ch. 4) 
Direct Remelt Creams (Ch. 5) 
Hand Rolled Creams (Ch. 6) 
Plain Creams, Glazed Butter 
Goods, Crystallized Creams 

(Ch. 7) 
Cream Coated Bon Bons (Ch. 8) 
Chocolate Puddings, Chocolate 
Paste, French Chocolates (Ch. 9) 
Easter Candies (Ch. 10) 
Glace and Preserved Fruits 

(Ch. 11) 

Coconut Candies (Ch. 12) 
Milk Products for Fudge and 
Caramels (Ch. 13) 
Fudge (Ch. 14) 
Caramels (Ch. 15) © 
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CONTENTS 


Marshmallow (Ch. 16) 

Nougat, Sea Foam (Ch. 17) 

Icing (Ch. 18) 

Jellies (Ch. 19) 

Starch Gums and Jellies (Ch. 20) 

Hard Candy (Ch. 21) 

Butter Crunch, Butter Scotch 
(Ch. 22) 

Taffy and Kisses (Ch. 23) 


Nut Candies (Ch. 24) 

Pop Corn (Ch. 25) 

Salted Nuts (Ch. 26) 

Egg Frappes (Ch. 27) 

Useful Information—Charts and 
Tables (Ch. 28) 

Trouble Shooting (Ch. 29) 


Unsatisfactory Results, Cause 


and Remedies (Ch. 30) 





ADVANCE ORDER * 


400 W. Madison Street 
Chicago 6, Il. 





The Manufacturing Confectioner Pub. Co., 


Enter my advance order for Mr. Richmond’s helpful book CANDY PRODUC. 
TION METHODS AND FORMULAS. I am enclosing $8.50—which saves me $1 per 
} copy. This offer expires September 1, 1948. 
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Its very natural for you to gee 


Norda malcherry tree 





Use Norda Cherry Flavor to get the real cherry taste. 


Norda Cherry Flavor keeps the character of the fruit. 
Special skills known to Norda men seem to have concen- 
trated more actual tree-grown goodness in both genuine 
and imitation Cherry. It’s extremely popular. Many a 
present food favorite has Norda Cherry to flavor it. 


All Norda Flavors are true to type. Every extract, oil, or 
distinctive flavor produced for you in the modern, big 
Norda plant is a quality product planned for quality 
foods. 


Find out more about the complete Norda line. We shall 
be glad and proud to send you free samples of Norda 


Cherry and other flavors to try and test. Send for yours 
today. 


Nord. | [Essential Oil and Chemical Company, Inc. 


601 West 26th Street, New York 1, N. Y. 


TORONTO ® HAVANA © MEXICO CITY @. LONDON 
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Winning Combination for Confectioners 


WEETNESS CONTROL, often lacking 
S when one sugar alone is used, is 
achieved with the combination of dex- 
trose and sucrose (both fine sugars). 

Many confectioners—and more all 
the time—are finding in this dextrose- 
sucrose combination the key to the 
finer quality and flavor that pays off 
in sales records. 

For consultation, without obliga- 
tion, on sweetness control and other 

dextrose applica- 
tions, drop a line 
to our Technical 
Division. 


CORN PRODUCTS 
SALES COMPANY 


17 Battery Place * NewYork 4, N.Y. 


CERELOSE « dextrose 


: me F 
Kado SYRUP 
gree f oncovers 
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our business is* 


v v v CULTURED EXTRIN AA is a distinc- 

tive butter-flavor medium costing only 1/, cent per 

pound of your finished goods. This specialized labora- 

tory product is of. such carefully controlled goodness 
that we guarantee it in every way, including non-rancidity. 
It must benefit your business—in improved quality and in 
production savings. 


Parte 


Butter-like consistency. ; 
In wood tubs, 128 oz. net. In glass jugs, 128 oz. net. 


Pow dor, 


fe) 
Pre-scaled 1 oz. packets. 
128 packets to a carton. 


cuLtT ont, 


é > | i 
EXTRIN-AA-€ CULTURED 


a EXIRIN 
A : ' wy. ow. a 





EXTRIN FOODS, INC., 70 Barclay Street, New York 7, N. Y. 
Extrin Foods of California, Inc., 5225 Wilshire Blvd., Los Angeles 
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each and every Cloverbloom egg is... 















This is only one of the many safe- 
guards insuring the quality of Clover- 
bloom Spray Powdered Egg Whites... 
safeguards that help you make better 
candies—candies of superior flavor 
and finer texture. 

From the selection of breakfast- 
fresh eggs to their spray-drying, 
Armour’s exclusive process guards 
this quality. Careful and continuing 
tests are made to control moisture at 
2% at time of drying, to make certain 
that Cloverbloom Spray Powdered 
Egg Whites are always uniform. 











When you use Cloverbloom Spray Powdered Egg 
Whites, you'll be sure of finest quality in your can- 
dies. You'll save time and trouble, too, because 
Cloverbloom Spray Powdered Egg Whites are always 
ready to use, always uniform. Armour produces 
Cloverbloom frozen whole eggs, whites, sugared, 
salted and 45% solids dark color yolks; spray- 
powdered whole eggs, yolks, yolk blend, meringue 
and stabilizer. 











ARMOUR GENERAL OFFICES + CHICAGO 9, ILLINOIS 


CREAMERIES 
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People are pecan conscious. They just 
love that crisp, nutty delicious flavor that 
pecans give to candies. No doubt about 
it, pecan taste appeal and eye appeal 
create buy appeal in the stores 


Firm, fresh, flavorful FUNSTEN PECANS 
add immeasurably to customer satisfac 
tion give your candies that extra touch 
of quality that pleases eye and palate 
Adding FUNSTEN PECANS means multi 
plying delighted customers profitable 


repeat business 


17 GRADED SIZES 
FUNSTEN PECANS come in seventeen 


graded sizes of halves and pieces—a 
correct size for every candy making 
requirement. Always uniform quality 
firm, fresh, flavorful. Low moisture con 
tent, less siftings, shrivels and waste 
means more usable stock per pound 
sizable savings in cost reduced sorting 
and inspection costs. Try them 


> F Furbion oy 


1515 DELMAR BLVD. 





ST. LOUIS, MO. 








These three publications do a complete job for the manufactur. 
ing confectioners. THE Canpy Buyers’ Directory carries the ad- 
vertising message of candy makers to 10,000 volume candy buyers. 
THe Biue Book is the candy maker’s guide to raw materials, 
equipment and packaging supplies. THE MANUFACTURING Con- 
FECTIONER is devoted to the aid of the candy maker by helping 
him to solve the problems of making better candy. 


BOOKLETS and REPRINTS 


Reprints are available of a number of articles which have ap- 
peared in THE MANuFAcTURING CONFECTIONER. They compose 
a large portion of the current literature of the Industry. Many 
manufacturers find them suitable to accompany sales messages 
and also to add to their library of information on the candy 
and chocolate industries. Stamps or coins accepted. 


Now available are the following: 
A New Method for Proper Tempering of Chocolate 


PT EE putin cate ckaenanecsed cadesbensios 1.00 
Pest Control in Candy Plants 

i ae edad eag cewevekne eeeen 20c 
Modern Methods of Candy Scrap Recovery 

SPI, Sain on. 5 ct cue'en cvccaeececkeewucews $1.00 
Principles and Design of Chocolate Cooling Tunnels 

Se IE on ccc aceaccccuscsseteatads 
Purpose of Conching Chocolate, The 

By Robert Whymper and Charles Shillaber ............ 20c 
Soy Products in Candy 

I ND ci. c anainciedsbeceveovsuweeuces 25c 
Vitamins in Confectionery 

et sa cuceswesteebeecee 20c 
Whey—Raw Material for Candy 

8 On ee eer 25c 


High Pressure Condensate Drainage Improves Cream, 
Fudge Quality 


ica cs cdudbawscnteesteneagnaceste 15¢ 
Using Cereals in Candy 

i ER cs. sagt owe dK aR Aeee een eeee aks 15¢ 
Liquid Sugar in the Candy Industry r 

OE nv cradeaccacthaceetwsseteansws 25c 
Coverage of Chocolate Coatings—The Bob Test 

ee Te; PUNO. 6.5.5.5 ccnnadaages cusqsdscnasenne 20c 
How to Select Efficient Candy Salesgirls 

ee EE ie EE: 6s oo nkwes cst. kaeeesdteaeeanteennass 25¢ 


THE MANUFACTURING CONFECTIONER 


“READ WHEREVER CANDY IS MADE” 
SUBSCRIPTION: $3.00 PER YEAR—2 YEARS $5.00 
400 West Madison St. Chicago 6, Illinois 
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CALIFORNIA FRUIT GROWERS EXCHANGE 


PRODUCTS DEPARTMENT 
ONTARIO, CALIFORNIA 


1ER 400 W. Madison Street, Chicago 64, Ill. 99 Hudson Street, New York 13, N. Y. 
j 


BY LEADING CANDY MANUFACTURERS THROUGHOUT THE WORLD 


USED 
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Fine Quality Chocolate Sells Candy and 
Keeps Customers Satisfied 





Vases 


QUALITY 
CHOCOLATE 


COATING? 





Merckens Chocolate Co., Inc., Buffalo 1, N. Y. 


BRANCHES AND WAREHOUSE STOCKS IN 


BOSTON, NEW YORK, CHICAGO, LOS ANGELES, OAKLAND. | 




















What texture! What body! 


when you use Swift’s Fluff-Dried Albumen 
... in your candy mix 


Swift’s Fluff-Dried Albumen is prepared from choicest 
spring-laid eggs by a special patented Swift process. 
Those tiny particles of top-quality albumen need no 
soaking . . . dissolve just like that—without clumping 


... give more candy, finer candy, every time. ; 


Speed up your mixing and increase your profits with 
Swift's Brookfield Fluff-Dried Albumen, , 
packed in handy tins: 








@ Order from your Swift Salesman or nearest Swift branch 
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TARTARIC 
ACID 








CREAM OF Be 
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Desirable taste characteristics 
sO D i T M Proved usefulness in confections 
CITRATE 


Uniformity in every shipment 


Pfizer standards of purity 





DG, crirer your needs include such standard acids as citric acid and tartaric acid 
or such special purpose chemicals as cream of tartar and sodium citrate, 
you'll find that a Pfizer product protects the quality of the confections you make. 


You can count on each of them to give good taste characteristics... to do 

its specific assignment in confectionery manufacture with proved-in-service 
efficiency ...to assure the product uniformity and product purity long associated 
with Pfizer fine chemicals — properties reflected, in turn, in the continued 
consumer popularity of your own product. For details and prices, please address 
Chas. Pfizer & Co., Inc., 81 Maiden Lane, New York 7, N. Y.; 444 West Grand 
Ave., Chicago 10, Ill.; 605 Third St., San Francisco 7, Calif. 


D PAE 


Manufacturing Chemists Since 1849 




















You 


V Eliminates the dredgery of manval handling 








v Increases production capacity of your 
present 


V increases available floor space 
V Completely free from bag lint and dirt 


v Charges batches accurately at the 
turn of a valve 


.-. plus 23 years of “know-how” to help 
solve your plant problems. Write for your 
free copy of our fact-filled WORK BOOK. 
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QUID SUGAR ~ 


- of 
| ii 
— 
= 
ee 



































REFINED SYRUPS & SUGARS, Inc., Dept. MC, Yonkers 1, N. Y. 


























At Your Finger Tips 


1—Chemical Formulary, Volume Vil 


Edited by H. Bennett, F.A.L.C. .............. $7.00 
2—The Trade-Mark Act of 1946 
Pe OEE, Rec cencscvsnnce sens $5.00 


3—Confectionery Analysis and Composition 
By Dr. Stroud Jordan and Dr. K. E. Langwill . .$3.50 


4—Glycerine 

By Georgia Leffingwell, Ph.D. and Milton A. 

DL UE Uy itch cendedidecksoratenseabaseees $5.00 
5—Flavor 

ee VO. a5 a caaeaespadecd whe caw'e $3.00 


6—Soybean Chemistry and Technology 

By Klare S. Markley and Warren H. Goss ....$3.50 
7—Spice Handbook, The 

Be. ada bleed deteuesacbeceddarwey $6.50 








TECHNICAL INFORMATION 


A good candy library will effectively answer ever-occuring technical questions with instant, complete 
satisfaction. Let the experts work for you. Turn their knowledge into greater profits for your firm. The 
books listed here are carefully selected to help make your candy library an authoritative, finger-tip source 
of profit-making, time-saving technical information. 
‘“héet=just mention the issue in which this list appears. 


THE MANUFACTURING CONFECTIONER cyiccgo eo Sitinci: 


For Every Candy Library 


our convenience, you may order any book by num- 


8—introduction to Emulsions 





ey enn GE I oo aiidc cscs cece scccces $4.75 
9—Chemical Composition of Feods, The 

By R. A. McCance and E. M. Widdowson ...... $3.75 
10—Food Products 

ee IID 6 n'S5 5 o05s Sewtdcccevecses $12.00 
11—Chemical and Technical Dictionary 

en oe oc catacheaseaun’ $10.00 
12—Air Conditioning 

By Herbert and Harold Herkimer ............ $12.00 
13—Food Regulation and Compliance 

DU En... c cececbcecveesccoss $10.00 
14—Practical Emulsions 

i, Dik cocdetnandue souuneaedee $8.50 
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UNION 
PACIFIC 

















* One of a series of ad- 
vertisements based on 
industrial opportunities 
in the. stotes served by 
Union Pacific. Roilroed, 








governor 


Unite with Union Pacific in selecting sites and seeking new markets in California, Colorado, Idaho, 
Kansas, Montana, Nebraska, Nevada, Oregon, Utah, Washington, Wyoming. 


*Address Industrial Department, Union Pacific Railroad 
Omaha 2, Nebraska 


UNION PACIFIC RAILROAD 
Koad off the Deity tizanuleuora 
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NCA Holds 65th Convention 


by CLYDE C. HALL 


The Manufacturing Confectioner 


RODUCTIVE EFFICIENCY AND successful candy merchan- 
dising proved the double-barreled theme of the 65th 
annual convention of the National Confectioners’ Ass’n, 
meeting for the first time since the war in New York 
City. About 5,000 confectionery and allied industry 
representatives attended the convention sessions at the 


CHARLES F. HAUG, of Mason, 
Au & Magenheimer Confec- 
tionery Mig. Co. and an NCA 
director. who was general 
chairman for the 65th annual 
convention of the National 
Confectioners’ Ass'n in New 
York City’s Waldort-Astoria 
Hotel. 


Waldorf-Astoria and the exhibits of the concurrent 22nd 
Confectionery Industries Exposition at Grand Central 
Palace. Exhibits at the exposition were maintained by 
123 firms—16 more than last year. 

All NCA officers were reelected: Philip P. Gott, presi- 
dent; W. Melville Cribbs, of Melville Confections, Inc., 
and Irvin C. Shaffer, of Just Born, Inc., vice-presidents; 
Arthur L. Stang, of Shotwell Manufacturing Co., secre- 
tary-treasurer. New directors include: Harry R. Chap- 
man, of New England Confectionery Co., for New Eng- 
land; Charles R. Adelson, of Delson Candy Co., for New 
York; R. Lawton Henderson, of Norris, Inc., for the 
Southeast; William Fette, Jr., of Schutter Candy Div., 
Universal Match Corp., for the Central West; Elmer C. 
Muggenburg, of Fisher Nut and Chocolate Co., for the 
Midwest; Porter King of King Candy Co., for the South 
Central area; W. W. Cassidy, of Sweet Candy Co., for 
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the Rocky Mountain area; Cecil H. McKinstry, of Im- 
perial Candy Co., for the Northwest. 

A discussion panel on the confectionery industry— 
“past, present, and future—” with W. Melville Cribbs, 
of Melville Confections, Inc., presiding, opened the con- 
vention sessions on Tuesday on the Waldorf-Astoria’s 
Wedgwood Room. Sunday and Monday were devoted 
to registration, social events, the NCA golf tournament, 
and opening of the exposition in Grand Central Palace. 

Robert H. W. Welch, Jr., of James O. Welch Co., dis- 
cussed the Washington situation and the potentialities 
of the Marshall Plan and military buying on the industry. 
He also discussed slack packaging. 

Herman L. Heide, of Henry Heide, Inc., warned that 
the confectionery industry must fight to eliminate the 
“escape clause” from the new tariff bill at the time 
awaiting President Truman’s signature. Terming the 
clause “most inequitable,” Mr. Heide stated it permits 
foreign nations who assert they do not have sufficient 
dollars, to cut down or stop completely imports con- 
tracted for from this country. The new bill permits 
a cut of 50 per cent in duty on candy entering the U. S., 
said Mr. Heide. “This means that countries can ship 
their products into this country without being obliged 
to keep their commitments to us,” he explained. 

Harry R. Chapman, of New England Confectionery 
Co., discussed the U. S. Chamber of Commerce, of 
which NCA is a member, and its relationship to the con- 
fectionery industry. Research on new uses of farm prod- 
ucts, conservation, disposal of surpluses through private 
enterprise, and reduction of government spending were 
included in Mr. Chapman’s discussion of the chamber’s 
policies. 

Theodore Stempfel, of E. J. Brach & Sons, stated the 
industry is the third largest industrial user of sugar and 
that it will have to keep close watch on rulings handed 
down under the sugar act of 1948. Stressing that there 
is a record supply of sugar available, Mr. Stempfel de- 
clared “there is no excuse for any rulings against the 
industry’s interests.” The present act, he told the session, 
“gives the Secretary of Agriculture broader powers than 
ever before to regulate the supply and price of sugar.” 

William Fette, Jr., of Schutter Candy, Div., Universal 
Match Corp., asserted politics is holding up the price 
of peanuts and that his committee has battled long and 
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Whenever an Atlas Certified Color 
pours, an extra dividend of complete 
satisfaction flows, too. Here’s a can 
recognized far-and-wide by knowing 
candy-makers for its quality contents. 
Bridging the entire color spectrum, 
Atlas colors readily meet your special 
requirements for candy of appealing 
brilliance. They’re available in every 
form for your convenient use...powder, 
paste, liquid, or self-measuring cubes. 
There is, in addition, an Atlas Flavor 
specifically designed for every type of 
confection. Write us today. 





THE ATLAS LABEL PROTECTS Yee 


FIRST PRODUCERS OF CERTIFIED COLORS 


EROHRGTAMM &¢ COMPANY Enc. 


ESTABLISHED 1851 


NEW ORLEANS - 


N-13 E. ILLINOIS ST, CHICAGO Il 
CLEVELAND + 


4735 DISTRICT BLVD., LOS ANGELES 11 
DALLAS + DETROIT » HOUSTON + INDIANAPOLIS + KANSAS 
OMAHA + PHILADELPHIA + PITTSBURGH * ST. LOUIS » SAN FRANCISCO 
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YOUR SEAL OF 





PRODUCT PROTECTION 


“Stamp on your mind”...this 
Atlas label that can be trusted 
now and always. 

On whichever one of a great 
variety of H. Kohnstamm prod- 
ucts you find it, its meaning stays 
the same: Quality, service, unfal- 
tering public acceptance—96 
years of it! 

On Atlas Certified Colors it 


stands for unquestioned strength, 


uniformity and brilliance. 

On Atlas Flavors and Flavor- 
ing Extracts it is your guarantee 
of product perfection. 

On both, it represents quality 
at its highest. 

The extensive facilities and 
knowledge of the laboratories of 
H. Kohnstamm are readily avail- 
able to accommodate your indi- 
vidual requirements. 


FIRST PRODUCERS OF CERTIFIED COLORS 
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constantly, so far without success, to remove peanuts 
from commodities coming under the parity price pro- 
gram. Despite industry pleas for removal of peanuts from 
the parity program, Mr. Fette stated both the Commodity 
Credit Corp. and the Senate Agricultural Committee have 
refused to remove peanuts from this list. Based on cur- 
rent parity, he said, the 1948 peanut crop should sell 
for about 17% cents a pound for No. 1 grade, “a very 
inflated price which does much harm to the confectionery 
industry.” Mr. Fette added no relief appears likely for 
reduction in parity price of peanuts until 1950. 

Arthur L. Stang, of Shotwell Manufacturing Co., and 
NCA secretary-treasurer, presented highlights of the 





ARC Elects Jeffrey President 


L. JEFFREY, JR., of Maud Muller Candy 

* Co., was named president of the Assoc- 
ciated Retail Confectioners of the U. S. at the 
28th annual ARC convention in New York’s 
Hotel Commodore. George R. Frederick, of 
Loft Candy Corp., and Charles F. Cook, of 
Cook-Unterecker’s were elected first and sec- 
ond vice-presidents, respectively. Wm. D. 
Blatner was reelected secretary-treasurer. 
Charles H. Welch, Jr., of Snider’s and John 
Hayes were named for three-year terms on 
the executive committee. Full registrations 
for the convention totaled 210, says secretary 
Blatner. The “House of Friendship” drew 
337 and the dinner dance 300. 











association’s annual report. Total membership of 615 is 
composed of 380 active, 209 associate, four allied, and 
22 sustaining members, it was announced. 

Unfair competition, consumer protection, and work of 
the Federal Trade Commission were discussed by R. E. 
Freer, FTC chairman, at the opening luncheon. Pointing 
out that trade practice rules have been promulgated for 
over 150 industries, Mr. Freer stated that “administration 
after their promulgation has as its objective maintenance 
of continuing cooperation between the commission and 
the industry to promote law observance.” 

“In the last analysis,” explained Mr. Freer, “encourage- 
ment of simultaneous and voluntary abandonment of un- 
ethical practices accords with the policy of the law. The 
hard truth is that is good business as well. Resort to 
formal proceedings against the recalcitrant will continue 
to be necessary in the public interest. Indispensable also 
are effective programs of formal complaint proceedings 
looking to prevention of restraints on competition itself 
and elimination of those unlawful practices tending to 
monopoly. Both uniform law observance and a flagrant 
desregard of its concepts, in some measure at least, 
partake of the nature of chain reaction phenomena. The 
commission sincerely seeks to perform competently the 
job congress assigned to it. I hope that in so doing we 
are contributing significantly to the preservation | of 
fair and open competition as the primary regulatory 
force for our free enterprise system of capitalistic 
economy.” 

Morris Sayre, president of Corn Products Refining 
Co., and of the National Ass’n of Manufacturers, termed 
America the pinnacle of what’s left of a free world. 
Calling attention to the nation’s “tremendous _inter- 
national responsibilities,’ Mr. Sayre urged that America 
be kept strong and that both the Democrats and Re- 
publicans include platform planks to help perpetuate and 
strengthen the American way of life. These planks should 
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stress freedom of opportunity, freedom of individual 
initiative, and freedom of competition, he declared. 

“It should be so obvious that everything we in 
America do now,” stated Mr. Sayre,“ must be done to 
keep our nation strong; to keep that beacon light shining 
in an otherwise dark world. We must be strong enough 
to hold fast to the freedoms we have. We must be even 
stronger to help those who deserve and need our help. 
Only through economic strength can we discharge our 
responsibilities at home and abroad.” 

Irvin C. Shaffer, of Just Born, Inc., presided at the 
luncheon. C. R. Kroekel, of Kroekel- Oetinger, Inc., was 
named “candy man of the year.” A kettle-shaped cup was 
presented to Mr. Kroekel by Percy C. Magnus, of Magnus, 
Mabee & Reynard, Inc. 


For the evening production forum, 126 questions were 
submitted. W. Tresper Clarke, of Rockwood Co., pre- 
sided. James A. King, of the Nulomaline Co., was 
moderator. Members included: T. H. Sharp, of S. F. 
Whitman & Sons, Inc., P. C. Laureys, of Loft Candy 
Corp.; Charles Carilli, of Edgar P. Lewis Co., W. L. 
Richmond, of D. Goldenberg, Inc. and author of produc- 
tion articles now appearing in THE MANUFACTURING 
CONFECTIONER; Andrew Thiel, of Up To Date Candy Mfg. 
Co.; Thomas Brown, of Rockwood & Co., Otto Hertz of 
Great Eastern Candy Co.; and-Mario Gianini, of Wallace 
& Co. 

Per capita candy consumption during 1947 was about 
18 pounds and a total of about 2.6 billion pounds 
valued at $930 million were produced by the industry, 
stated George F. Dudik, of the food section of the Dept. 
of Commerce, in the second day’s opening session, at 
which Porter King, of King Candy Co. presided. 

Although this was two or three pounds per person 
greater than before the war and the highest peacetime 
level in history, Mr. Dudik stated candy customers were 
beginning to show definite concern over price in 1947. 
Little increase was noted, he said, in quantity sales fou 
boxed chocolates retailing at over $1 a pound, while 
sales of 50-cent-to-$1 boxes were up 30 per cent and 
sales of under-50-cent packages doubled over 1946. Al- 
though penny candy, long a war victim, is returning, 
Mr. Dudik stated that, in many instances, it is costing 
2 cents. 

Gordon Lamont, of Lamont, Corliss & Co., presided at 
the following session on trends in candy merchandising. 


Quality—Key to Future 


“Your future.” said Dr. Paul H. Nystrom, the first 
speaker, who is president of Limited Price Variety Stores 
Ass’n, Inc., and professor of marketing at Columbia 
University, “it seems to me, is largely dependent upon 
your continuing efforts to maintain and to improve the 
quality of your product and at the same time to find ways 
of relative cost reductions. The present trend of rising 
prices is as dangerous as it can be. Every increase in 
costs—whether of wages or of raw materials—that is not 
accompanied by at least an equivalent increase in produc- 
tivity is simply another step towards danger. This infla- 
tion has already gone further than is safe. There is real 
danger that this inflation will get beyond control. 
The remedy rests with business itself rather than in legis- 
lation and regulation. The remedy is to determine what 
it is that consumers want, to concentrate on excellence of 
product, to extend sales efforts aggressively so as to in- 
sure the maintenance of consumer demand, and, most im- 
portant of all, to hold the line against further increases in 
the costs of production unless every such increase is ac- 
companied by equal or more than equal increases in pro- 
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ductivity. We must all get our backs up against further 
price increases until the productive efficiency of this coun- 
try has again caught up, overtaken, and outrun the present 
trends towards inflation.” 

Dr. Nystrom also discussed the importance of packag- 
ing, proper stock, and consumer preferences from the 
' retailers viewpoint. For variety stores, he said, a display 
of packaged goods does not seem to have the appeal to 
consumers that a bulk display has. “It is possible that 
some combination of bulk and prepackaged goods may 
be effected by which the appeal of bulk displays can be 
retained, while the actual vending can be from prepack- 
aged goods.” 

Sales of candy depend upon the pleasure it gives in 
eating, said Dr. Nystrom, rather than upon the satisfac- 
tion of hunger. “This means that candy must not merely 
qualify as a high grade food, but also as a glamorous 
dessert. It is important that candy food values be main- 
tained and, if possible, improved, but it is even more 
important that nothing be done to detract in any way 
| from its taste and appearance. No effort at cheapening 
the prices of candy can ever justify a reduction either 
in food quality, or in the desirablity of taste, flavor, and 
eye appeal.” 

Part of the decrease in candy sales in drug stores is 
due to candy manufacturers having overlooked the special 
packaging needs of such outlets, Hubert Wolfe, of Wal- 
green Drug Stores told the session. 

“To realize the biggest volume of sales in chain drug 
stores,” said Mr. Wolfe, “it is necessary to understand 
that the chain drug store customer is small package 
minded. Therefore, fixtures and designs for drug stores 
must be along small package lines.” 


Mr. Wolfe stated that the nation’s more than 6,000 
chain drug stores occupy the best rent and highest traffic 
stores in the U. S. and that, in addition, there are over 
45.000 retail drug stores which are open 12-17 hours 
daily. Although this total of over 50,000 drug stores 
represents exceptionally good outlets for candy, Mr. 
Wolfe commented, “most independent retailers have had 
no new candy bar racks developed for them since 1939.” 

Department stores are primarily interested in quality 
candies, said Getty Lebo, of Thalhimer Bros., Richmond. 
An overall promotional effort by the industry to relate 
candy to the American way of life would stimulate even 
greater sales of candy, he asserted. Manufacturers and 
retailers should cooperate in pushing such plans. He 
warned also that sales on mere price basis can jeop- 
ardize the future. 


Women who buy in supermarkets are the sharpest 
customers in the nation, stated Norman Rabb, of Stop 
and Shop, Boston, and they insist on value. Pointing out 





At the Exposition 


TOP ROW (left to right): Booth of Checolate Spraying Co., 
Vacuum Candy Machinery Co., John Werner & Sons, Inc. 


SECOND ROW: Booth of W. C. Smith & Sons, Plasticraft 
Mig. Co., and California Fruit Growers Exchange. 


THIRD ROW: Booth of Scandia Mig. Co., Mill River Tool 
Co., The Manufacturing Confectioner Publishing Co. 


FOURTH ROW: Booth of Clinton Industries, Inc., Sylvania 
Division American Viscose Corp., T. H. Angermeier & Co. 


BOTTOM ROW: Booth of American Machine & Foundry Co., 
B. H. Hubbert & Sons, National Equipment Co. 
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that the supermarket offers additional channels tor cas.., 
sales and already candy and gum represent 2.1 per cent 
of chain store sales (as compared with 4.1 per cent for 
soap), Mr. Rabb emphasizes that candy won't take care 
of itself. Manufacturers must provide quality, value, ap- 
pearance, and freshness, he stressed. 

In the long run supermarkets can’t have separate fhx- 
tures for each candy manufacturer, said Mr. Rabb. He 
suggested NCA plan suitable fixtures. 

Multiple pricing will help stimulate sales, he prophe- 
sied, but such packages should let customers know the 
exact number of bars they contain and be as large as 
possible. He cautioned also against use of flimsy cartons 
and bags. Some have been so inadequate, he warned, that 
supermarkets have had to discontinue the candy lines 
because of breakage. Among Mr. Rabb’s packaging sug- 
gestions were (1) that each carton contain at least one 
extra cellophane bag to take care of breakage, (2) that 
a price spot be printed on the cellophane bag, (3) that too 
much printing not be permitted to hide the candy con- 
tents, and (4) that manufacturers check with supermarket 
operators in planning packages. 


Best place for display of bars and gum is near the cash 
registers, because of the danger of pilferage, said Mr. 
Rabb. Novelties are troublesome items in supermarkets. 
Most popular prices of candies are between 19 and 39 
cents. Sales of candies between 19 and 29 cents, however, 
are double those in the 39-cent class. 


Grocers Offer Sales Increase 


M. J. Herrick, chairman of the board of the National 
Candy Wholesalers Ass’n, Inc., urged manufacturers to 
concentrate on selling the nation’s 552,000 retail inde- 
pendent grocery stores through the country’s 8,000 candy 
jobbers. These stores offer candy manufacturers the 
answer to increased sales, said Mr. Herrick. 

“An increase of $5 a week,” he pointed out, “means 
a volume increase in candy sales of $143,000,000 a year. 
Why repackage, put out small promotion, and do all kinds 
of other costly things when you have these stores?” 

Automatic merchandising of candy makes candy buy- 
ing a habit and is an opportunity for increased candy 
sales, said J. Sidney Jones, of Southern Vendors, Inc. 
The vending machine is not in competition with over-the- 
counter sales but is rather an aid to such sales, he em- 
phasized. Availability is the key to candy merchandising 
through machines, as they make candy available to 
workers when they want it and how they want it. Because 
24-count cartons cause too much handling and waste, 
he suggested manufacturers provide vendors with car- 
tons of 60-, 100-, or 200-count. 

Every 1 per cent drop in consumer consumption can 
cost 3 per cent in dollar volume, said John Kettlewell, 
director of NCA’s Council on Candy. Analysis of the 
1929-33 trend indicates that a 15 per cent drop in con- 
sumer consumption of candy cost the industry a 45 per 
cent drop in dollar volume. 

“It took only 2.7 pounds per capita to cause this 45 
per cent loss in dollar volume, or a drop from 15.7 
pounds in 1929 to 13 pounds in 1933,” said Mr. Kettle- 
well. Similarily, should consumption drop 15 per cent 
—or 390 million pounds from 1947—the industry would 
face a potential loss in dollar volume of $418 million. 

“Such a downward spiral in dollar volume, with the 
present high cost inventories and high production costs, 
would be very disastrous,” Mr. Kettlewell pointed out. 

To help prevent such a downward spiral, Mr. Kettle- 
well called attention to the work of the Council on 
Candy. In the past six years the Council spent $2,300,- 
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000 “to insure and stabilize consumer consumption,” he 
stated. On behalf of the Council, he asked that members 
contribute to its working funds. (Mr. Kettlewell’s address 
appears elsewhere in this issue—Ed.) 

Kenneth L. White, of Awful Fresh MacFarlane pre- 
sided at Wednesday’s luncheon. Congressman Fred A. 
Hartley, Jr., discussed application and enforcement of 
the Taft-Hartley law. 

Charles R. Adelson, of Delson Candy Co., presided at 
the evening session on new techniques in sanitation and 
production at the Grand Central Palace. Charles F. 
Scully, of Williamson Candy Co.; Gerald S. Doolin, NCA 
sanitation director; and officials of the New York City 
department of health were on the sanitation panel. Wil- 
bur duBois, of the Quartermaster Food and Container 
Institute, and Dr. H. H. Hall, of the U. S. Dept. of 
Agriculture, were on the production panel. 

Harry I. Sifers, of Sifers Valomilk Confection Co., 
presided at the morning session on the final day. John 
Henry, of Dewitt P. Henry Co., Inc., urged an expanded 
program of research in candy production. Dr. L. F. 
Martin, of the U. S. Dept. of Agriculture, said his New 
Orleans laboratory had experimented with about 100 
types of candies and plans to develop additional nutri- 
tional and scientific studies of candies. Efforts will be 
made to measure texture and flavor properties and to 
determine effects of different ingredients on candy. James 
A. King, of the Nulomoline Co., urged formation of a 
technical bureau by NCA to make a thorough study and 
report on candy production problems. Mr. King also 
suggested the bureau coordinate work with government 
and allied industries research programs. 

Dr. Fred C. Blanck, of Heinz Food Varieties, empha- 
sized research should start modestly and prove itself. 
A technical director should be a salesman of applied 
research, he explained, and expressed confidence that 
“both as an association and as individual food producers, 
you will profit handsomely from an investment in research 
and science.” 

Opening the panel on balanced selling, Sterling W. 
Mudge, of International Socony-Vacuum Oil Co., stressed 
that management is the responsibility of accomplishing 
results through efforts of people and that ability of 
executives to develop personnel is the key to quality 
production. Training is a management responsibility, he 
stated. Management must partake in it and ascertain that 
its principles receive a continuing day to day application. 
Salesmen must be completely informed, especially with 
useful knowledge of the product, he emphasized. 

Harry E. Cohen, supervisor of distributive education, 
City College of New York, stated that the day of high 
expense food stores is over, that consumers want good 
food, and that they want to help themselves. Expert 































salesmen can sell all candy, he pointed out, but they 
must be trained to do so. Balanced selling is a program 
for “revitalizing salesmanship,” he said, and management 
should take part in it and back the program 100 per cent. 

Candy manufacturers must get industry selling out 
of the “horse and buggy day ideas and techniques,” 
Victor H. Gies, of Mars, Inc., told the session. High 
powered salesmen are out; the industry needs informed 
salesmen. The industry’s high productive capacity now 
means that high production must be sold. He suggested 
courses for all personnel from the lowest to the highest 
level, and that salesmen be trained so as to help whole- 
salers help retailers become enthusiastic candy mer- 
chandisers. 


James F. MulCahy, NCA merchandising director, said 
142 balanced selling classes are now organized in 28 
states, and that these classes prove wholesalers’ salesmen 
can go out with a plan and help move more candy. 
Achievement is the result of teamwork, he stressed. The 
big question is whether wholesalers are to participate 
in the 78 per cent impulse sales of candy or merely to 
be permitted to go around and pick up reorders for the 
remaining 22 per cent. 





Additional NCA Convention and Exposi- 


tion Reports appear on page 47—Ed. 








“Sweets, in some form, have long been a normal crav- 
ing of the soldier,” Lt. Col. J. S. Kujawski. of the Mili- 
tary Research Office of the Quartermaster Food and Con- 
tainer Institute, told trade press and New York food 
editors at a special luncheon. “As early as 1775, the 
Continenal Congress passed a resolution that one of the 
items to be supplied Washington’s army each week 
was nine gallons of molasses for a company of 100 men,” 
said Col. Kujawski. In 1863 the Union Army authorized 
a quart a day for each soldier. In 1901 the War Dept. 
authorized chocolate as an emergency ration. In World 
War II, it was found confections added materially to 
effectiveness of military feeding. 


Resolutions voted by NCA included: (1) opposition to 
provisions of the Sugar Act of 1948; (2) opposition to 
allocation of funds under the European Recovery Pro- 
gram to enable European nations to buy cocoa beans 
and opposition to continued allocation by the International 
Emergency Food Council; (3) disapproval of cocoa 
marketing practices of the British and Brazilian govern- 
ments; (4) affirmation that slack packaging will be 
avoided and that “there shall be existent only the nec- 
essary tolerances to prepare the product for the market 
without intent or desire to deceive the consuming public” ; 
(5) opposition to sales taxes which exempt foods other 
than candy; (6) urging all manufacturers to cooperate 
fully with NCA and governmental bodies “to assure that 
their plants meet the high sanitary standards set forth 
by these bodies. 


About 1,500 persons attended the candy Ball in the 
Waldorf-Astoria’s Grand Ballroom. Samuel D. Fried, of 
Korday Candies, Inc., and John S. Swersey, of Huyler’s, 
were chairman and co-chairman, respectively. 


HERMAN L. HOOPS golf trophy. on which R. L. Lloyd, of Ameri- 
can Maize Products Co., won one leg at NCA golf tournament 
with a 73 score. Three victories are needed to retain award. 
A. F. Tole, Atlantic Gelatin Co., won top honors for second year 
in NCA tournament with low gross of 79. 
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—Latest engineering development in a 
superior 5-Roll Refiner 
Engineered for high working pressures and 
greater production capacity, this new Buhler 
mill is especially suitable for fine grinding —_ 
- operations where speed is a problem. 
i- —Rolls of high wear-resistance are mounted 
n- on special heavy-duty roller bearings ... 
rd exclusive roll design insures uniform cooling 
1€ over the total effective working surface. 
1e . : 
k —Gears are special-alloy stock machine-cut 
” from the solid, and operate in an oil-tight 
d casing. Parts operating in lubricating media 
t are sealed off to insure product purity under 
d all working conditions. 
o Planned construction includes safety de- 
vice to eliminate breakage risks—an effective 
o safety unit successfully demonstrated in pre- 
0 vious Buhler designs, indicative of Buhler 
)- engineered constructions aimed at lower 
- operating costs and higher, more superior 


| production. 
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puget Sor tetiaiey Tass 1008 —Newly designed for greater economy and superior 


refining results. 
If you are planning now for future installations, write 
today for full details and delivery information. 


: BUHLER BROTHERS, INC. 


611 WEST 43rd STREET 
NEW YORK 18, N. Y. 
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PAYS OFF FOR 


Warner's Candy Corp. 
Los Angeles 
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WHETHER your fondant and cream center production 
is small or large, you'll find that the new Dubin Cream 


Beater pays for itself. in a short time. 


It pays in a better confection, because the Dubin Cream 
Beater is designed to produce a smoother, more uni- 
form mix in shorter time. The plow and scrapers mix 


up every particle of the confection by a unique process. 


The all-steel construction with polished bed and cocler, 
the cast polished bronze plow and scrapers, guarantee 
not only sturdiness, but easy cleaning as well. There's 
a handy drain plug in the bed. The legs are adjustable 
for either height or uneven floors. 

Write Today for 


You'll find this Dubin Cream Beater ideal for batches Further Details 


of straight or closely doctcred fondant, fondant icings, 
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CONFECTIONERS’ MACHINERY 
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How Good Methods, Equipment Aid 
Chocolate Temperin 


T= AUTHORITATIVE ARTICLE by Mr. Brown, shown above 


at left, is a helpful exposition of his “practical research” 
in the chocolate industry. For over 46 years, Mr. Brown has 
Leen solving chocolate problems. 


by THOMAS BROWN 
Rockwood & Company 


Pmcricat RESEARCH Is the theme of this paper. The 
laboratory has done much in breaking down cocoa 
fats, but it has been long recognized that research on the 
production line, where the basic causes of fat bloom pre- 
vail, is the vital spot to focus intelligent and unrelenting 
study. In this paper it is not our intention to go into 
the chemistry of chocolate. We feel that it is generally 
well known that cocoa butter is a combination of varied 
glycerides that vary greatly in their respective melting 
points. 

The classification and clarification of these fats as they 
can be controlled in the production line should definitely 
be stressed whenever the subject of chocolate is under 
discussion. There is little or no doubt that their behavior 
varies greatly when subjected to treatment that does not 
conform to generally accepted techniques in the handling 
of chocolate coatings. 

The actual fats we are so concerned with are those 
with melting points close to the dipping range or those 
with melting points slightly below 90 degrees, as this 
is the temperature at which final dipping operations are 
carried. Logical reasoning would infer that all fats below 
this temperature at that time are in a fluid state, and if 
not so, this will surely be easily detected by the viscosity 
of the coatings. It is, therefore, necessary that these fats 
in the lower bracket be given every protection, so that 
they may be kept free-flowing in the dipping machines. 


Faulty Temperatures 


Should coatings contact surfaces of low temperature, 
obviously thickening is bound to happen. It is not at all 
necessary to subject the enrober tank to these extremely 
low temperatures to arrive at temper when the machines 
are put in operation. This is very faulty practice and 
should be dispensed with. 

By careful check, we find, after warming machines 
over night, they are cooled to about dipping temperatures. 
We speak now, of course, of the holding.tanks. It is a far 
different story, however, when the upper structure is 
checked. It is here, when constant heat is applied over 
night to prevent freezing, that metal parts retain the heat 
for a considerable time. It is thus not good practice to 
use the cool chocolate in the holding tank to cool this 
machinery; for coatings which a few moments before 


*This highly informative article is condensed from Mr. Brown’s 
paper as presented before the recent second annual production confer- 
ence of the Pennsylvania Manufacturing Confectioners’ Ass'n, at 
Lehigh University. 
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were receptive to temper are soon found far out of range, 
and in getting back to dipping temperature too many fats 
in the low brackets are lost. 

Getting the heat out of the upper structure, should be 
considered before the machine is put in motion. With 
very little practice a temperature of 90 degrees is quickly 
reached. Temper, then, is a matter of a couple of minutes. 
Any body of chocolate irrespective of fat content—will 
respond to temper if the temperature is within the dipping 
range. That range is 88 to 92 degrees. 


Defining Temper Range 


In defining temper, it should be understood that, in 
the temper range we can be in temper or we can be out 
of temper, and that means it may be held indefinitely. 
Let us assume we have cooled slowly from 100 degrees 
down to 90. It will be noted there is a slight rise in 
viscosity,. meaning, of course, we have set up some of 
the higher melting fats. By that is meant these fats are 
no longer free flowing. Yet they still do not give temper 
which leads me to ask: Was it necessary in the first place 
to melt them at all? It is quite evident nothing has been 
gained but rather something has been lost. 

Now, should we lose, in coming to temper, these fats 
or, at least, some of these fats that melt out in temper- 
ature well below the dipping range, it can readily be seen 
that we develop crystal structure that is required in the 
coatings in order to retain fluidity. Call it freedom of 
operation if you will, but it is most certainly disadvan- 
tageous when we find the balance of temper has been 
thus lost—and lost so far as to call for action of control 
subterfuges, menacing everything that calls for uniform 
texture, finish, and coordinated setting of these amal- 
gamated fats. After all, the job at hand is basically the 
setting of cocoa butter. 


We are aware, as you well know, that other components 
of these coatings, sugar, cocoa matter, etc., are already 
solid and remain as such entirely throughout dipping 
operations. Heat applied at this stage has little or no 
direct bearing in a physical sense. If the coatings are 
at high temperature only a short time before dipping 
or molding, however, the release of latent heat in the 
whole body will be delayed during cooling. 

A contrasting picture of this could be drawn, if the 
coatings were brought up from the solid state and into 
temper very carefully. For as by the foregoing is meant 
melting the fats in the coatings and making them available 
for use, but not exceeding the high spot in the temper 
range, this most certainly would have.a more far reaching 
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effect in facilitating the removal of latent heat during 
the cooling process. 

Now, probably this suggestion is not in accord with 
long established practices. To that | most cheerfully agree. 
But this is one of the many generally accepted theories 
that we have been debunking for a long, long time. The 
theorist is on his way out. 

For many years I have strongly advocated the melting 
of coatings be kept at as low a temperature as possible 
—providing the coatings are to be used shortly or even 
several hours ajter melting. It matters not if the coatings 
are standing over night. It is safe even to bring them up 
to 130 degrees, provided they lose this heat slowly before 
resuming operations next day, and it also is not even 
necessary to subject them to a rapid cooling process. 

As far back and 30 years ago, it was agreed by all the 
officials of a particular company, when we were operating 
20 enrobers, that every Monday morning we made the 
finest chocolate-coated merchandise. The general con- 
clusion was that the coating which had stood melted over 
the weekend had cooled slowly. The real troubles would 
begin after this supply had either been used up or coatings 
of higher temperature had been added. From this much 
has been learned. 

The indication was that slow cooling, while desired, 
was almost impossible in mass production. This raised 
the logical question: Why go to these high temperatures 
at all? If we may get technical—and, if it is possible to 
draw a clear word picture—we are trying to get a stable, 
solid, steel-like setting of these coatings which will with- 
stand temperature, moisture, and exposure to humidity, 
yet retain full flavor and hold a super-finish after purchase. 

As stated above, the real physical change that takes 
place is that of changing the cocoa butter from a liquid 

















































to a solid in the cooling process. In this operation we 
definitely have at least two distinct kinds of cocoa butter, 
some of which is fluid and some of which is crystallized. 
We may go further and add there are transitory kinds 
that are balanced between these two and that this is the 
condition that is positively found when we have what we 
call temper. The interrelated factors we find at temper 
point and how we bring about the relationship is probably 
the most vital of all problems in the control of chocolate 
fat bloom. 

I am speaking now from the results of literally thou- 
sands of actual tests whereby, to the best of our knowledge 
and ability, we have measured and controlled the temper 
of these fats and have been successful in holding them for 
periods of time far in excess of that which has been con- 
sidered possible and practicable in normal operation. 

The melting point of cocoa butter is 91-92 degrees F. 
If you take a slab of cocoa butter and, without hitting 
ii with a temperature of above 92 degrees, melting, of 
course, will take some time but it will be well spent. If, 
on the other hand, you take still another slab and melt 
it to 130 degrees, then let it slowly cool down to the 
original 92 degrees, you would not recognize these two 
fats as being the same material. Should you mold the 
latter, you would set up with large crystal; everything 
would be wrong; you would find a very unstable product. 
This would not be so, however, with the product you 
brought up from solid to liquid. It would be just the 
reverse, provided, of course, they both were subjected to 
the proper cooling and the same for each. The picture 
we are attempting to present thus resolves itself to just 
this: It should be noted we melted and adjusted these to 
the dipping point, the vital temperature of operation. It 
may be rightly assumed, therefore, that this should be 


Conditioning which develops THE LAST OUNCE OF 
POWER brings home the winners in the "Sport of Kings.” 


And under today's heavy production demands it is doubly 
important to keep your Lehmann Mills at peak efficiency. 


Because of their superior, 
built-in quality, reconditioning 
is necessary only after long 
years of service. Why not en- 
trust such work, when required, 
to our Service Department? 
Here your mill will soon be re- 
stored to top efficiency by the 
same skilled craftsmen who 


built it. 


JM. LEHMANN COMPANY, Inc. "szso% nt cro 


THE STANDARD FOR QUALITY 
IN MACHINERY 
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BURRELL belting experience 


help YOU! 


Now— 
2 NEW PROCESSED BELTS 


1. BURRELL WHITE SEAL-TEX 


(49 Series Treatment ) 















White plastic feed conveyor belt. 
Impervious to oils, greases and 
moisture. Temperatures to 250°F. 
Easy to clean. 


2. COMBINATION TREATED 
BOTTOMER BELTS 


Unaffected by high humidity. 
Reduces stretch and shrinkage. 
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BURRELL BELTING CO. 401 So. Hermitage Av. Chicago | 
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WEST ATOMIZER 
for Insect Control! 


The revolutionary new West Atomizer, used with West 
Vaposector Fluid*, is no “hit-or-miss” method. It’s sure— 
quick—guaranteed to kill crawling and flying insects in 
large plants where perishables are processed or beverages 
bottled. 

The West Atomizer dispenses an “Atomized Fog” which 
penetrates into such “hidden breeding places” as your 
plant’s smallest cracks and crevices. It destroys insect life 
from egg to adult. The West Atomizer is automatic and 
easy to operate—a permanent installation which pays for 
itself in time, money, and product saved. 





A prompt, dramatic demonstration by one of 
West’s trained specialists will quickly convince 
you! MAKE US PROVE WHAT WE SAY! 
WRITE US ON YOUR BUSINESS LETTER- 
HEAD NOW! 











* West Vaposector Fluid is obtainable in inf bl dorless and regular 
forms. Non-toxic as well as ining, West Vap Fluid is unsurpassed 
in insect killing efficiency and economy. 








PRODUCTS THAT PROMOTE SANITATION 


WES P9517 


42-16 WEST ST., LONG ISLAND CITY 1, N.Y. 
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the procedure to be followed if we are to get the stable 
results previously mentioned. 

In breaking down cocoa butter at these low temperatures, 
you will find the action vastly different from that of any 
other fat. It will be noticed that low melting fractions 
break away, and there is positively no uniform melting 
of the mass. Close observation here shows the reluctance 
of any semblance of crystallization that would set up 
temper in coming down in temperature from any point 
in excess of the dipping range. Before this response is 
obtained and held, it is absolutely essential that the coat- 
ings or cocoa butter be subjected to much lower temper- 
atures. 

Whether or not the substance is chocolate coating or 
cocoa butter, and bearing in mind the extreme difficulty 
encountered in engaging temper on the downward trend 
of temperature (and this even several degrees below 
dipping point), we find it rather significant that we can 
go above the dipping point and by careful manipulation 
still retain temper. This is brought to your attention at 
this time, as we feel that the best method yet conceived 
is to retain these essentials so vitally necessary that we 
may go into production and continue without resorting 
to subcooling in order to regain the crystal nucleus that 
has been melted out by taking the coatings to temperatures 
far in excess of that necessary. 

A close study of temperature and its influences in the 
formation of crystallization reveals overheating is un- 
desirable and shows an utter disregard in the treatment 
of cocoa butter. The crystallization will require extreme 
care in the cooling in order to recover the proper con- 
ditions for crystal development and growth. 


Temperature and Temper 


Dealing specifically with temperatures, we can get 
down to 75 degrees with pure cocoa butter without 
crystal formation. When at this temperature we introduce 
solid cocoa butter to induce temper in order to mold, 
we find in a few moments we have a rise in temperature 
of 8 to 10 degrees. This is quite a rise and is brought 
about by the solidification of a portion of the cocoa 
butter when it starts to change from liquid to a homogen- 
eous, tempered mass ready for mold deposit. 

Cooling this cocoa butter for one hour in air at a 
temperature of 35 degrees, we find a temperature four 
or five degrees higher than at any time since we started 
to prepare for the deposit. Summing this up briefly, we 
find at 75 degrees no temper, but at 85 degrees we have 
good deposit temper. Finally, after lengthy cooling, 
there will be found a temperature of 90° F. in the center 
of the mold. This happens every time, without exception. 

It will be noted this all happens when tempering by 
cooling downward. Much depends on the treatment these 
fats are given, but here we find not the slightest re- 
semblance of anything even approaching that which seems 
so obvious. The creamy substance is the very foundation 
of good tempering practice and brings about stability 
of the product and one which is resistant to almost any 
maltreatment, except of course, a temperature above its 
own melting point. It may seem strange that at 75 ° F. 
we find so much that appears wrong but so easily set 
aright a few degrees higher. 

On the other hand, it is suggested that we melt very 
carefully up to the standard 92 degrees from a solid, and, 
by so doing, we can retain all the necessary tempering 
characteristics and find that our tempering job is done. 
What actually is taking place here is the beginning of 
the melting of the higher melt fractions, but we achieve 
that state which in ordinary tempering procedures usually 
brings us to one wherein the incipient fusion of the cocoa 
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COCHRANE 


Condensate returned 
to Boilers at High 
Pressure and High 


Temperature... 


SYSTEM 


CANDY COOKING TIME CUT IN HALF 
by installing C-B Condensate Return System 


Candy manufacturers in Brooklyn, Detroit, Minneapolis, Philadel- 
phia, Cambridge, Mass., etc. have reported an approximate 50% re- 
duction in cooking time over previous methods—in some cases more 
—depending on type of batch being prepared. In many of these 
plants the faster cooking also improved cream and fudge quality 
and eliminated spoilage. Fuel savings were from 10% to 20%. 
By draining condensate from process equipment in a CLOSED 
CIRCUIT the Cochrane C-B High Pressure Condensate Return 
System keeps TEMPERATURES HIGHER, provides FASTER 
HEAT, assures MORE UNIFORM HEAT for quality product and 
standardized batch timing. Condensate is returned to boilers at 
high temperature and high pressure, keeping jacketed equipment 
air free and HOT 

For full details write for Publication 3250. 


COCHRANE CORP., 3104 N. 17th. St., Philadelphia 32, Pa. 


COCHRANE CORPORATION, Philadelphia 32, Pa. 


for July, 1948 





HIGH SPEED CANDY PRODUCTION 
STEPS UP YOUR PROFIT 






ROSE ALBION FLYER Type (R.A.F. 500) Toffee Cut and 
Twist Wrapping Machine forms, cuts and twist wraps 
cylindrical, rectangular, or square pieces at speeds up 
to 500 per minute. The R.A.F. neatly twists both ends and 
INDIVIDUALLY PROTECTS your candy with colorful, attrac- 
tive wraps. Increases impulse-buying sales and permits eye- 
catching, appetizing display. Hygienically protects each 
piece from dirt, moisture and handling. 


USED BY THE COUNTRY’S LEADING CONFECTIONERS 


Write the Rose Machinery Division for new circulars on this and 
other Rose Candy Machines 


AMERICAN MACHINE & FOUNDRY CO. 


485 FIFTH AVENUE NEW YORK 17,N.Y 


Amy 


West Coast & Western Canadian 








ive Eastern Canadian Representative 
PENDRITH MACHINERY COMPANY, LTD. 
775 King Street W., Toronto 2, Ont. 


H.C. RHODES BAKERY EQUIPMENT CO. 
3M N.E.lith Ave., Portland 14, Oregon 
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butter seems in balance with the incipient crystallization. 
This crystallization progresses as temperatures fall, and by 
slight agitation are further developed the necessary essen- 
tials for temper. In reality, this is a very small amount 
of the total quantity of cocoa butter being treated. During 
this period viscosity rises slightly and, at this stage, 
continued excessive agitation should cease. Perfect con- 
trol at this point must be held. This is both a mechanical 


| and a temperature control project. It revolves about and 


depends on what happens in the holding tank. 

It is no easy matter to express just what is involved 
to control the transition period from liquid to solid and 
to maintain the balance so necessary to end up with a 
perfect product. Probably the most difficult task, is to 
retard crystal development beyond the optimum point in 
the coating holding tank. We most certainly should arrest 
this phase of operation and allow no further development 
until merchandise has been coated and we find we are 


| now moving down the cooling conveyors. 


At this time we would call to your attention two very 
distinct but vastly different techniques that are found daily 
in almost any plant where chocolate is used in coating 
machines. We refer to the chocolate bottomer and coater. 
To function properly, and that means to retain perfect 
temper, you will find this the most simple of all operations 


| if the following is practiced. 


| Bottomer Important 


Let us take the bottomer first. It will be noted this 
instrument has no moving parts which contact the sur- 
face of the holding tank and also there is very little 
motion all of which is most desirable. The bottomer 
jacket should always be kept at a temperature of about 
94 degrees. That can be done continuously, only because 
there are no moving parts making contact with this warm 
surface. It is thus emphasized here that, in order to re- 
strain further crystal development in chocolate, the one 
and only way we know at this moment is to build up the 


| heat to the right degree in the holding tank, or whatever 


utensil the tempered coating is held in. 
Now I ask: Can this be done in the coater itself? It 
simply cannot be done in any machine that I have yet 


| seen. We have moving parts in the coater which do 


contact the tank surface and, as long as this condition 


| exists, it is impossible for the temperature to be that 


which is necessary to hold perfect temper such as can 
be maintained in the bottemer. 

The factors to consider are not only in getting down 
to dipping temperature but of establishing a temper which 
bears a relation to the elimination of heat of crystalliza- 
tin which is given off as the merchandise is set up in 
cooling conveyors. The beginning of solidification of 


| chocolate becomes apparent when we induce fat crystals 


| 






to form. As it develops further, the decrease of liquid 
fat becomes painfully evident. It is the balance of these 
liquid fats with the solidifying fats at the time of en- 
robing and the immediate cooling treatment thereafter 
that very skillful handling is called for. The operator, 
therefore, should have the machinery which is designed 
to keep these important factors under control. 

To the experienced eye, it is obvious when looking at 
the flow of chocolate from the distributing trough, 
whether the job is being done right. With movement and 
friction in any quantity of tempered chocolate, there is 
a positive rise in temperature, which should we permit 
or encourage the heating will advance the temper beyond 
the optimum stage. This can be measured through the 
release of latent heat which takes place in the dipping 
machine while operating within the desired range. The 
effect of such subjected treatment will declare itself in 
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Don’t risk the admittance of 
infested shipments to your plant! 
On arrival, all materials susceptible 
to insect infestation should be 
fumigated with Dow Methyl Bro- 
mide. This foremost food fumigant 
works speedily—effectively—economically whether 
materials are stored in vaults, piled under tarpaulins 
or are still in the box car in which they are shipped. 





Methyl Bromide is particularly adaptable to the 
fumigation requirements of food plants. Harmless 
to most foodstuffs, its unexcelled penetration reaches 


DOW METHYL BROMIDE 


THE ENETRATING 


THE DOW CHEMICAL COMPANY ¢ MIDLAND, MICHIGAN 
New York « Boston © Willetiyiin © Wukingten « Govelend © Sube® ¢ Ging o lems 





" « San F i « Los Angeles « Seattle 
Dow Chemical of Canada, Limited, Toronto, Canada 


FUMIGANT 





unig ite all shipments on arrival! 


the center of ordinary bags and containers—kills 
rodents and insects in all stages of development. 
When properly applied it leaves no residual tastes 
or odors in materials or processing equipment 
fumigated. 


Write our Fumigant Division for source of this all- 
around fumigation service in your locality. 
peer oer roe eee e2e=2"= 7 
1 DOWKLOR, new Chlordane insecticide, will give ; 
your plant continuous protection against roaches, | 
poate Mes end ether insncts when.coed regularly. | 
u ald 
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THIS PICTURE MEANT 
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Why? Because here you see a fondant machine 


that cuts your production time—saves valuable 
labor and yet produces the finest fondant obtain- 
able. 


We sincerely believe that in today's period of 
rising costs this machine assumes an importance 
to you as never before. 

We have made up a booklet giving all the factual 
data on this machine that you may have to study 
at your liesure—simply fill in the coupon and mail 
today. 


CONFECTION MACHINE SALES CO. 
30 North LaSalle St., Chicago, Ill. 
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very short order; first, by the heavier dip and rapid 
set of coating and, somewhat later, by a premature fat 
bloom. 

To avoid these consequences, it would seem proper 
to put into practice the fundamentals we have found which 
positively prevent the development of this unstable con- 
dition. There is no choice here. Too long have we made 
adjustment with the coatings, when the real trouble has 
been with the machinery. Much has been done in this 
direction, as many of you well know, but this job is 
far from finished. My objective is to slow down and to 
reduce the movement of coatings. This has been paying 
big dividends. Not at all satisfied with results so far 
obtained, my objective is to restrict still further move- 
ment of tempered coatings. To do this, while the coating 
machines are in operating production, will prove itself 
another most valuable asset; as the coating will be held 
and controlled in a fashion very similar to that of hand- 
dipping operations. 


Distributing Trough 


Whatever process or procedure may be followed or 
practiced, there never should at any time be any con- 
gealed chocolate in the distributing trough, not even the 
slightest amount. The reason for this: The air around 
the trough is never cool enough to set the correct pattern 
of crystal to retard fat bloom. Instead it develops that 
particular type which, if it allowed to accumlate at this 
spot, will sooner or later be disseminated and be picked 
up with the steady flow of chocolate that is about to 
cover the centers. This is one way many a good job can 
very easily be fouled up. 

Much the same can be said concerning the air temper- 
ature of the enrober stripping fan. This should be 
checked carefully and often. The best temperature is as 
close to 90 as you can get it. Above 92 you most 
definitely weaken those very crystals which have so much 
influence over the stable form being developed and at a 
time when they are most susceptible to such undesirable 
condition. Reasoning further, it is inadvisable that cool 
air be allowed to encourage the crystallization and solidi- 
fication of other fluid fats. To avoid these complications 
we have found a very simple but efficient remedy. This 
comes in the form of the heater mentioned later in this 
paper. Whatever your location you will find it very 
useful, even though there may be times in the warmer 
months that it is not needed. 

We have already stated that, with reduced agitation in 
the coating machines, we find the necessity of further 
heat application of this type. This has been stressed con- 
tinually, so that the freezing of much needed liquid fats 
may be avoided. With it the chocolate tended to reduce 
its viscosity promptly, and without the slight additional 
heat. We have crystal formation, rising temperature 
from latent heat of fusion, plus higher viscosity. When 
you find these three conditions linked together, the mer- 
chandise produced is the type that has the strength to 
resist absolutely nothing, and least of all, fat bloom. 

When in temper, you find that gleaming sparkle and 
easy movement which can be held continuously with 
little or no difficulty. The machinery involved in the 
setting or cooling process must be coordinated with the 
movement of the tempered mass; there should be no 
compromise. There is no question about the faulty cooling 
we find or have found in so many plants. To check the 
cooling system, the best and easiest method is to pick off a 
few pieces from the coater wire belt and permit these to 
cool in an air temperature of about 62 degrees. This will 
answer to the question of being in temper. Should results 
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be unsatisfactory after tunneling, then the tunnel is at 
fault. 

It should be remembered air differentials cannot be 
established in cooling tunnels, unless warm merchandise 
is being produced. It is wise, therefore, when production 
starts, that all air circulation be curtailed until such time 
as the tunnel is about two-thirds full. There will then be 
ample time to put the fans in motion. Centers should be 
properly and, wherever possible, mechanically spaced, 
utilizing the belt to its fullest capacity. 

The achievement of perfection in coating goods is 
helped greatly by other considerations such as, for 
example, the temperature of the center. What should 
these center temperatures be? There is nothing absolute 
about this. There can be a wide range of temperatures 
at which centers can be successfully enrobed. This will 
vary in the type centers being manufactured in different 
plants and often in the same plant. 

To propose a definite center temperature would be 
sheer folly. Tempering the centers has long been prac- 
ticed. It is done by allowing the product to stand in 
conditioned rooms for a period of time at a temperature 
of around 80 degrees. This in itself is not good practice, 
but it could be made to work—providing other elements 
pertaining to the removal of center heat could be taken 
care of without weakening the set of the coating film. 
This is not easily done. 


High Temperature Centers 


Undoubtedly the conception of high temperature cen- 
ters became popular when it was found that centers of 
low temperature produced negative results. Indeed this 
we cannot deny. It is readily admitted that the 80-degree 
center temperature will, providing of course, everything 
is in order, give a most desired gloss. Unless the center 
leat is removed, however, prior to packing or even storing 
in well conditioned rooms, there is no doubt at all that 
this will produce a premature fat bloom. 

We have a remedy for this, a very practical remedy. 
It is not a theory, and it works. We should discourage the 
thought of any centers near 80 degrees. It matters not 
if they are as low as 60 degrees and, at top, 70 degrees 
is suggested. We are very much concerned about the 
overall temperature at which the finished product is 
packed. This is of the most vital importance. We realize 
that on each individual piece we must transform a film of 
chocolate from a liquid to a solid. Since there is no 
alternative, we must see that this coating sets by cooling 
it from without. Should the centers be cold, say, at 60 
as suggested, it would be plainly evident that the freeze 
would start from within and could not be tolerated. By 
this same reasoning, if the centers were 80, we could feel 
assured the freeze would start from without. In line with 
logical reasoning, here we would have the problem of 
heat removai which, in my opinion, is a practical problem 
not easily overcome. But it has a direct bearing on the 
ultimate set of the coating film relative to shelf life. 

To simplify cooling and come up with standard goods, 
it is recommended to maintain the lower temperatures, 
but precaution must be taken to avoid the freeze from 
within. This is accomplished by a heating process, simple 
in itself, whereby the heat strikes the centers a moment 
before enrobing. The heater is placed above the cooling 
table, about 6 inches from the end, before the centers 
reach the enrober wire. The purpose of this heat installa- 
tion is that it creates a much lower relative humidity at 
the most vital of all spots in the enrobing system, being 
very close to the flow from where the coatings are 
momentarily held, and where higher temperatures and 
low humidities are demanded. The heater should be 
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500 Ib. SACKS 


IF YOU, Mr. Confectioner, had to lift and empty 
500 Ib. sacks of sugar several times a day, you'd 
soon give the green light for a Cesco Dumper. 


The Cesco Dumper handles any free flowing mate- 
rial, including liquids, up to 500 lbs., raises it from 
floor level to the desired height, dumps it, and re- 
turns the skip ready for the next load. All this at 
the push of a control button! 


The Cesco Dumper lifts and dumps as much as 
50,000 Ibs.— 100 loads —an hour. The original con- 


tainer with contents can be lifted and emptied also. 


Simply designed, simple to operate, the Cesco 
Dumper will give years of trouble free service, 
soon paying for itself in time and labor saved. 


Choice of 5, 6, 7 or 9 foot heights. Elec- 
tric top and bottom limit switches. Special 
switch shuts off motor if cable slackens. Push 
button control. No exposed mechanism. 


Write Today for Free Folder. 


COLSON EQUIPMENT & SUPPLY CO. 


LOS ANGELES 13 + CALIFORNIA 
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These machines were 


the Sensation 


of the exposition! 





Orders Placed Now Will Be Delivered in Time to 
Meet Your Fall 1948 Production Requirements 














All-New, All-Steel, Heavy-Duty MOGUL M-100 


Heavier construction thruout. Now totally enclosed. All parts readily accessible. 
Entirely new harmonic motion device insures smoothest tray transfer from printer | 
to Depositor, eliminates breakdown of moulded starch impressions. Steel roller 
chains thruout. Improved tray-carrying chain accurately spaces trays, and with — 
new cam motion on printer, guarantees superior moulding. Many other new 
developments and refinements. All-new, Cleanlined MOGUL M-100 provides 
smoothest operation, minimum vibration and trouble-free performance. 

















| — 
i 











MOGUL M-100 PRODUCTION AND 


NATIONAL EQUIPMENT CORPORATION 


ASSEMBLY DIVISION 





NATIONAL CHOCOLATE MELTER 

Sanitary! 
Improved Tempering! 
Made of welded steel. Larger water jacket be- 
tween walls results in greater control, improved 
tempering. Stirring paddles are of strong light- 
weight metal, equipped with self-adjusting 
scrapers. Complete paddle assembly quickly 
removable. 


HYDRO-SEAL* PUMP BARS 


No Soaking! No Replacements! 
No Repairs! 


* PATENTED 


Accurate Deposits Thru Entire 
Lifetime of Service 


Hydro-Seal potented grooved pistons ore the 
only method of securing continuous lubrication. 
Solid pistons create friction, weor and inaccu- 
tate depositing. National's Groove-type pistons 
ere self-sealing, continuously water-lubricated 
-eliminate soaking, leaks and repairs. Sani- 
tary. Not one replacement order due to wear. 
National's special metal formula is secret of 
weor-proof life. 








NEW NATIONAL 
CONTINUOUS CREAM COOLER 


Entirely new ond specially designed unit. Pro- 
duces quicker cooling. Provides highest produc- 
tion of best quality, velvet smooth, white 
cream. Discharged fondant temperature at- 
tained is much lower than ever previously 
obtained. 


NEW NATIONAL 
CONTINUOUS COOKER 


2500 Ib. per hr. Capacity! 


Equipped with latest type variable speed 
unit. Produces from 800 Ibs. to 2500 Ibs. per 
hour of the finest, clearest, driest and glossi- 
est quality results. Sugar prevented from 
excessive overheating which results in a 
superior product. 





S¢ 
’ 
, 


. , 
tea? 


153-157 Crosby St., New York 12, N.Y. 


“7 
i 
i 
i 
' 
i 
i 
i 
I 
I 
' 
1 
I 
I 
! 
I 
1 


NEW NATIONAL ENROBER 
An Engineering Masterpiece 
SANITARY + CLEANLINED 


Made in 24”, 34", 42” and 48” sizes. Stain- 
less steel wire belt thermostatically heat con- 
trolled. Improved wire belt carrier rolls out 
as easily as desk drawer and uncovers choco- 
late tank. All parts readily accessible. Huge 
capacity welded jacketed chocolate tank 
equipped with pendulum type agitator (pre 
vents bubble formation). Double size temper- 
ing column. 
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ADVANCED NEW NATIONAL 
HARD CANDY BATCH MIXER 


Labor-Saving! Space Saving! 


Newly designed. Hydraulic principle elimi- 
nates cams and gears, reduces wearing parts 
to a minimum. Newest constant cooling sys- 
tems. Easily controllable variable speed. Safe 
Sanitary. Dependable. 













PRINCIPLES and 
DESIGN of CHOCOLATE 
















COOLING TUNNELS 
By 


Edward W. Meeker 
Research Laboratories 
Walter Baker & Co.., Inc. 


What do you know about the chemical factors 
| of chocolate which exert such an important in- 
| fluence upon the shelf-life and appearance of 

your goods? You will find the complete answer 
in this booklet. Not guesswork! Not surmise! 
Just hard-headed research packed into the 
| scientist's brevity of language. 


i PRICE PER COPY—$1.00 


| Quantity Prices will be Quoted 


Order from 
Book Sales Dept. 


THE 
MANUFACTURING CONFECTIONER 
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400 W. Madison St. Chicago, Ill. | 








A NEW METHOD for 
TEMPERING 
CHOCOLATE 


A. T. NEWTH 


A new, operation-proved method of tem- 
pering is thoroughly explained by one of 
the industry's outstanding authorities on 
chocolate in a step-by-step outline from 
the definite crystal pattern through the 
coating machine to the tunnels and cool- 
ing, the bottomer, dripping virgin coating, 
and melting kettle. Follow this expert's 
nine “Points to Remember” for better 
chocolate tempering in your plant. 


PRICE PER COPY—$1.00 


Quantity Prices will be Quoted 


Order from 
Book Sales Dept. 
THE 
MANUFACTURING CONFECTIONER 
400 W. Madison St. Chicago 6, Ill. 
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adjustable, so that it may be easily raised or lowered. 
You will also find this instrument very helpful in keeping 
coating percentages in line. 


Never lose sight of the main objective, to retard the 
coating freeze from within. As all this merchandise now 
passes through the dipping machine, you realize that 
everything except the base is swiftly contacted with mov- 
ing air in the cooling tunnels. The base of all chocolate- 
coated merchandise, and the same may be said of hollow 
mold work, will show a supergloss—providing, of course, 
the cooling temperatures are right for the setting and 
sufficient time is given. The reason is that we have shut 
off direct contact with the chocolate. From this we 
gather that direct air contact with chocolate in the cooling 
process is almost as important as is the tempering of the 
chocolate itself. To put it in brutally frank language 
you can get contact gloss even when out of temper but 
you are only kidding yourself, therefore, never resort 
to such methods. 


Differentials in System 


There should be a differential of about 30 degrees 
where we find rapid cooling such as is found in modern 
enrobing; the lower temperature, of course, coming from 
below. Every effort should be made to bring under control 
the velocity, temperature, and humidity of air moving 
down the tunnel from the cold to the warm end. Every 
advantage should be taken to utilize the heat given off 
during the cooling process. The cooling system can be 
devised so as to give the necessary differentials in the 
first place, and set up the other necessities with only one 
fan operating at the cool end of the tunnel. 


Assuming we deliver the air below at 40 degrees, we 
must reach a temperature of 70 degrees as we break 
from the tunnel toward the enrober. There should always 
be pressure at this spot. If there is none, or if it should 
be in reverse, all the warm air pockets surrounding the 
warm merchandise will be absorbed into the cooling 
system. This condition also retards cooling, and to retard 
cooling at this vital spot is most disastrous. The damage 
done here could never be remedied—even with hours 
of the most efficient cooling. In the whole cooling process 
it’s the first couple of minutes that really count. There 
should be no delayed action here. Neither should there 
be any undue pressure from air of low temperature and 
unconditioned. A cooling tunnel should be so constructed 
that in reality it is an air conditioner. This will function 
as such to your advantage and work at its best when 
production belts are crowded, for the more heat going 
through the tunnel the more easily are the air condition 
objectives reached. 


First Minute Count 


Prompt and efficient cooling is a definite step in the 
right direction in the control of chocolate fat bloom. 
The job can be just as efficiently done in 10 minutes 
as in 10 hours. Again we repeat, it is the first couple of 
minutes that count. This is a good check test, which 
can give you the true answer: When you pack directly 
or even in stock trays, place’a thermometer in the box 
and seal. Open one hour later. If you are in excess of 
68 degrees, you are not doing a good job. To remove 
this heat, we simply must have fast moving air just before 
these goods reach the packers. It is here that pressure 
really can be applied. The upper tunnel should therefore 
be low enough, that the pressure is where it belongs. 
Air will positively take the line of least resistance and, 
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should the tunnel be high at the packing end, the air 
will arc toward the ceiling. You can readily see that, 
by using the same fan, the velocity is greatly increased 
by reducing the tunnel depth, at the packing end of the 
tunnel—but only at that end. 

In view of all that has been said, and particularly so 
regarding control values, we now see in the electronic 
melter an instrument seemingly built to order. Here is 
found a new approach to melting, an approach different 
from all methods yet employed. 

Specifically, in all practiced versions, as we have known 
them, melting and tempering are two distinctive and 
separate orders. There is no common relationship between 
the two, for in establishing one we have forfeited the 
other. To ascertain just what real values are lost in this 
process we have waited a long, long time. But it is now 
possible to complete these two operations, keeping within 
the range and holding temper. 

Let us study for a moment the temper standard acquired 
by the two methods. We have repeatedly focused atten- 
tion on engaging temper as we descend in temperature. 
In this preess, as the coatings are melted, it may well be 
noted that the melting always starts from the outside and 
the center is the /ast to melt out. In driving for a low 
final melting temperature, the center crystals are last to 
melt. These are the weak fellows. The reason for this 
weakness is not faulty tempering at the molding plant, as 
so often has been erroneously reported. Rather it is the 
delayed cooling action which is the real cause. Should 
these center crystals be retained as a medium of temper, 
however, they most certainly would dominate the whole 
system, for like breeds like. This idea is conceived from 
application of varied crystal patterns.developed in re- 


search for the sole purpose of acquiring the right type 
io resist fat bloom. 

The crystals of strength are, without question, found 
on the exterior of your 10-pound slabs of chocolate coat- 
ing. These are first to melt out in your melting kettles. 
Electronic melting has solved the problem of retaining 
these for us. We can now liquefy the center of 10-pound 
cakes and, at the same time, preserve these priceless 
crystal patterns and still keep the whole body within 
temperature range. We have quite a reversal on the ex- 
terior when we find much lower temperature, even so low 
as not to break down temper. After slight agitation you 
may go right into production, the process of tempering 
being entirely eliminated. 

. We have worked this product in the laboratory and in 
full enrober production, and have arrived at some con- 
clusions relative to its merits. Observations made at the 
time of these initial tests were: “We find in this melting 
unit an instrument that could deliver the coatings within 
sufficient range constantly. As we progressed with further 
experiments both in molding and dipping, we repeatedly 
melted down these coatings in always less than one 
minute. We were able to dip and mold them at will with 
excellent results. To elaborate, we would state that, as the 
coating came from the melting unit, we can have it dip- 
ping, molding, or work on it in any form that is desired 
in about 30 seconds.” 

These, of course, were the laboratory tests with about 
two pounds of chocolate used at each test, and using both 
milk and vanilla coatings. As a result of these small 
operations, it was decided to fashion a unit suitable for 
swift and continuous production. 

Now, it is rightly argued that, after cooling, a perfect 
set is not established for many hours; it has been said 
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The Automatic 
Hard Candy Machine 
Model E 


For producing spherical and seam- 
less shape hard candy 


Balls 
Kisses 
Barrels 
Olives 


There are over 100 different shapes. 
For clear or pulled goods. 

For hard candies that are free of 
fins and sharp or abrasive edges. 
It makes hard candies that are 
smooth and easy on the mouth. 
One operator spins directly to the 
machine. 

Capacity 3,000 to 10,000 pounds. 


Our Model E incorporates all the 
developments of previous experience 


There is no Substitute 
for Experience 


John Werner & Sons,. Inc. 


i 713-729 Lake Ave. 
ROCHESTER 13, N. Y. 












even days. This depends, however, mostly on coordinated 
tempering and cooling, but let us take that for granted. 
Irrespective of what has been done, why should we disturb 
these higher fractions of cocoa butter with heat applied in 
the final melting stages just before a production schedule 
is set up? Can we hope in the short time elapsed to be 
sufficiently on our way from liquid to solid to do the 
job as efficiently as in the case of a reversal of melting 
patterns ” 

We have thoroughly gone into the possibilities of de- 
livering coatings to coating machines with a definite 
standard of tempered chocolate. This would require a 
change in the present construction of these machines. As 
of now we have advocated feeding of coatings slightly 
above temperature range, simply because constant agi- 
tation develops further crystalization which should be 
avoided. Nevertheless, we are deeply conscious that, as 
it is found better results will be obtained in the control 
of fat bloom, the change to electronic would be no prob- 
lem at all. 

It should be suggested there are great differences in 
results between on feeding tempered and untempered 
coatings. These relative differences depend almost en- 
tirely on the machines—principally the moving parts and 
also on various temperatures in specific parts of these 
machines. It would be by bringing under control these 
troublesome factors, thus mentioned, that a fully tem- 
pered electronic-melted coating could be deposited. No 
further encouragement of crystal development would then 
be necessary. More applied heat and less agitation will 
be in order, with a resultant constant or lowering of 
temperature— a direct reversal of what now happens. 

When in production falling temperatures are found 
(without the use of any of the water systems that are 
solid fixtures on all present equipment) we may feel as- 


sured we are moving in the right direction. This will 
never be accomplished until such time as we have removed 
the unnecessary motion that is standard on all coating 
machines. As these are rather tall statements, let us go 
to the records and view the facts. 


Melt up to Temperature 


In a paper in November, 1939, I wrote: “Let it be 
clearly understood here that it is highly desirous that all 
chocolate coatings be melted at as low a temperature as is 
possible and be able to keep up with consumption de- 
mands. The mere fact that the chocolate is melted would 
be sufficient, providing it could be delivered to dipping 
points as fast as needed.” It is almost nine years ago since 
we put the emphasis on that statement but to melt out 
slowly has been quite a problem, and no real effort was 
ever made to melt just exactly up to temper, on a produc- 
tion scale. 

Now the story is different. We have found in the 
electronic melter an instrument fully capable of melting 
from base solid to temper—and this without going above 
the dipping range, if so desired. As a matter of fact, the 
controls are such that the melt can be adjusted to any 
temperature required. The melting is done on a moving 
belt, preferably metal for sanitary reasons. The 10-pound 
cakes move and pass between two electrodes at the rate 
of about 1500 pounds per hour, and this may be increased. 
Push-button operation lowers or raises the chocolate 
temperature instantly. All conventional methods are en- 
tirely disregarded in this newly acquired melting proc- 
ess. The extremes at which we arrive at the objective 
are, to my way of thinking, going to have a more direct 
bearing on the control of fat bloom than anything yet 
conceived. 
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continuous DIE POP 


MACHINE 


© HIGH SPEED PRODUCTION 

© CONTROLLED WT. & SIZE OF POPS 
@ INTERCHANGEABLE DIES 

®@ GUARANTEED PERFORMANCE 

®@ ECONOMICAL OPERATION 


EASTERN REPRESENTATIVE 
JOHN SHEFFMAN—152 W. 42nd St., N.Y.C. 
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Industry's Exposition Features New Equipment, Products, and Methods 


22nd Confectionery Exposition. 


ONCURRENT WITH THE 65th annual convention 

of the National Confectioners’ Ass’n. at the Waldorf- 
Astoria, the 22nd Confectionery Industries Exposition dis- 
played exhibits of 123 firms in New York’s Grand Central 
Palace. David P. O’Connor, of Penick & Ford, Ltd., was 
exposition committee chairman. A summary of the exhibits 
follows: 


ALUMINUM COOKING UTENSILS CO.: Aluminum 


processing, storage, and handling equipment. 


AMERICAN FOOD LABORATORIES, _INC.: 
Flavors for the confectioner and candies displayed in red 
metal containers. 


AMERICAN LECITHIN CO.: Lecithin products for 
use in confectionery. Booklets distributed. 


AMERICAN MACHINE & FOUNDRY CO.: Stream- 
lined mixer for volume production that “mixes everything 
from a light marshmallow to a heavy nougat.” Also, the 
new AMF Rose FWT fold wrap twisting machine that 
automatically forms, cuts, and twist-wraps or fold-wraps 
rectangular or cylindrical pieces; the AMF Rose Horizon- 
tal Batch Roller; and the AMF Rose Twist Wrap Machine 
for irregular shapes. 


AMERICAN MAIZE-PRODUCTS CO.: Products 
made from corn. 


AMERICAN SUGAR REFINING CO.: Cane sugars 


and cane syrups. 


AMSCO PACKAGING MACHINERY INC.: Filling 
machines, incline conveyor hopper loader, rotary sealing 
machines. Samples of wrapped candies displayed on shelves 
of shadow box. 


T. H. ANGERMEIER & CO.: Candies made with 
“Veg-A-Loid,” “Pro-Tan,” and “Modified Pectin” on dis- 
play in shadow boxes. Animated contectioner and flashing 
sign were additional features. 


ARCHER-DANIELS-MIDLAND CO.: Samples of 
firms soy products. 


ATLANTIC CAN CO.: Round and heart shaped metal 
containers for candy. 


ATLANTIC GELATIN DIV., GENERAL FOODS 
CORP.: Products in which gelatin is employed. 


WALTER BAKER CHOCOLATE AND COCOA 
DIV., GENERAL FOODS CORP.: Moving models and 
water wheel help tell story of chocolate in U. S. in three 
dimensional display. Firm’s “Chocolate Girl’ trademark 
is in center of display. 


LOUIS: M. BARISH & CO.: Pumps for handling glu- 
cose, sugar syrup, and liquid confections. 


BEN MOORE MANUFACTURING CO.: Coating ma- 


chine and variable speed chocolate mixer. 


PAUL X. BERGIN CO.: Fancy embossed leatherette 
boxes, and Valentine paper heart boxes. 


BLANKE BAER EXTRACT & PRESERVING CO.:: 
Flavoring extracts, dipping fruits, fruit purees. Also, 
samples of candies made with these products. 
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BRAMLEY MACHINERY CORP.: Chocolate mill, 
mixer, and screen filter. 


BRAZIL NUT ASS’N.: Lighted display with Brazil 
nuts showing through transparent windows. 


BROWN INSTRUMENT CO.: Panels showing elec- 
tronic instruments for automatic control of candy pro- 
cessing. 


THOMAS BURKHEAD, INC.: Copper revolving pan 
and stainless nickel steam jacket kettle. 


BURRELL BELTING CO.: New plastic coated belt- 
ing “plasticoat.” Combination treatment bottomer belt 
treated for Summer use. Eliminates shrinkage and stretch 
in high humidity. Sanitary belting which will withstand 
temperature in excess of 200 degrees and is easily cleaned. 


CALIFORNIA ALMOND GROWERS EXCHANGE: 
Diorama showing almond orchard in full bloom. Also 
transparent packages of almonds. 


CALIFORNIA FRUIT GROWERS EXCHANGE: 
Candies made with Exchange citrus pectin, oil of orange, 
oil of lemon, citric acid shown in visitors’ booth. 


FRED S. CARVER, INC.: Photographic reproduction of 
firm’s cocoa presses as installed in various chocolate plants. 
Also, a laboratory press for research and for quick, ac- 
curate, small-scale pressing tests. 


CELLO MASTERS, INC.: Illuminated, framed display 
of candy packages. 

CENTRAL SOYA CO., INC.: Foil and cellophane 
wrapped turntable displaying candies. Back-lighted pictures 
of plant, candies, and production scenes. Fondant aerated 
with soy albumen created considerable interest. 


CENTRAL STATES PAPER AND BAG CO., INC.: 
Transparent rigid acetate packages for candies and nuts. 


CHEMICAL MFG. & DISTRIBUTING CO.: Sanita- 


tion and maintenance chemicals for candy manufacturers. 


CHERRY-BURRELL CORP.: Pumps, strainer fittings, 
valves; a stainless steel unit for heating, pasteurizing, and 
cooling. 


CHOCOLATE SPRAYING CO.: Continuous die pop 
machine, sugar sanding machine, sizer machine, and choco- 
late decorater. High speed die pop machine is fully auto- 
matic, has interchangeable dies. 


GEO. V. CLARK CO., INC.: Rigid acetate, transparent 
containers displayed on three shelves of shadow box. Other 
transparent containers attractively displayed on backdrop 
and stand. 


W. A. CLEARY CORP.: Samples of lecithin and butter 
flavor. Illuminated photos of production scenes. 


CLINTON INDUSTRIES, INC.: Decorative visitors’ 
booth with illustrations of plant and corn products. 


CONFECTION MACHINE SALES CO.: Instant and 
continuous fondant machines in a standard model for vol- 
ume production, a junior model for medium production, and 
a special deluxe model. All have been passed by the New 
York City health authorities, it is reported. 


CONSOLIDATED SIPHON SUPPLY CO., INC.: 


Funnels, pails, tilting kettles of stainless steel. 
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Candy Tablets sell better 
when made on Stokes Machines 


The mirror finish of Stokes’ punches the carefully 
controlled pressures . . . give unusual gloss to the tablets 

Controlled pressures again, and the exceptionally rugged 
construction of Stokes Tablet Machines, assure uniform 
density, perfect texture, profitable operation. 

Cleanliness is a third factor in candy making. Stokes 
Machines shine with cleanliness. Parts are easily reached 
for cleaning; h inl steel, handwheels and 








P are st 
tablet chutes are chrome plated. 
Always, at your service, are Stokes’ technicians and their 
semi-plant-scale laboratory, when you need helpin matters of 
formulation, g lation, mixing, p dure, or cost-to-make. 





Stokes makes Pharmaceutical Equipment, Chemical Pro- 
cessing Equipment, Vacuum Pumps and Gages, 





CORN PRODUCTS SALES CO.: Corn syrups and 


starches in attractive visitors’ booth. 


CRYSTAL TUBE CORP.: Cellophane, glassine, foil, 
and acetate packaging units for candy. Also, holiday bands 
and utility rolls. 


CURRIE MANUFACTURING CO.: An automatic 
feeder for metal and wood starch trays was shown for the 
first time. Feeder is built adjustable to fit most starch 
trays now used; can also be built to fit other types. Also, 
a completely automatic starch tray stacker. 


DOBECKMUM COMPANY: Brilliantly lighted shelf 
display of cellophane packages. A compiete program for 
reduction of packaging costs with cellophane bags was 


Plastic Molding Presses, Powder Metal Presses, F 5 | available. 


Tube Fillers and Special Machinery. F. J. Stokes 4 ; ; 
Machine Co., 5988 Tabor Road, 20, Pa. DOCONA ASSOCIATES: All steel fumigating chamber 
in “sizes to fit your needs.” and completely gas tight. 


DOW CHEMICAL COMPANY: Model plant and fumi- 
gation system. Story on the Dow fumigants for use in 
box car, vault, space, and tarpaulin fumigation. 


R. M. DUBIN CORP.: Streamlined batch roller equipped 
with automatic reverse action so that continuous rolling 
process is obtained. Streamlined, 25-pound chrome plated 
window display model candy puller especially designed for 
smaller firms. Steel candy cooler with removable spray. 
Streamlined chocolate melter with thermostatically-con- 
trolled, insulated water jacket. “Hydro-Lift” fire mixer. 


E. I. duaPONT de NEMOURS & CO., INC.: Reproduc- 

tion of a candy department in a food store. Two gondolas 

} built out from blownup photo murals depicting food store in- 

terior give exhibit third dimensional quality. One gondola 

features complete candy line carried by a large food store 

chain. Multiple unit packages stress “take home” idea for 

candy sales. Surveys by firm show 80 per cent of all candy 

sold in service groceries is by “spurchase,” or impulse buy- 
ing, and 71 per cent is similarly sold in supermarkets. 


DURKEE FAMOUS FOODS: Vegetable fats and oils 
and all types of coconut, together with samples of candies. 


FOOD-MATERIALS CORP.: Vanilla flavor samples 
in visitors’ booth. 


FOOTE & JENKS, INC.: Various flavors shown in 
flower-decorated visitors’ booth. 


FRESHMASTER CORP.: Refrigerated candy cases 


VOORHEES for bulk, bar, and box goods. 


RUBBER HARRY L. FRIEND Co.: “New Englander” model hand 


roll machine capable of producing 2,244 cream centers a 
CANDY MOLDS 


minute for a daily (8-hour, l-operator) output of 10,000 
pounds. Also, the “Bostonian” model capable of produc- 
simplify operations and insure 
greater perfection 











ing 1,000 centers a minute. Operator can form 2,000 pounds 
in eight hours. Sizes may range from 400 centers to the 
pound to a 1-pound Easter egg. 


GARDEN FRUIT SPECIALTIES CO., INC.: Pine- 
apple, cherries, glace fruit, and other confectioners dipping 


Made of the purest live rubber, these 
molds are odorless and insure freedom fruits. 


from dust. They control moi 

“game ae 4 et and GENERAL FOODS CORP., FRANKLIN BAKER 
y @ better finished product. DIV.: Samples of coconut and coconut candies. Tropical 
atmosphere presented by girl in hula skirt and cage of 


Voorhees Molds are manufactured in monkeys. 


all standard patterns or your own pat- 
terns and brand markings will be 
made to your order. 


GENERAL MILLS, INC. MECHANICAL DIV.: 
Finished edge, carton setup machine for double wall trays 
or cartons from die cut blanks. Also forms tops and bottoms 
If your jobber cannot supply you, of Wetionape Denes. 
write for Catalog C8. 


VOORHEES 


RUBBER MFG. CO., INC. 
151 East 50th St., New York 22, N.Y. 


GORDON CARTONS, INC.: Containers of 1,200 base 
cards which enable hoppér to run from 20 minutes to half 
hour. Said to save at least 80 per cent of operator’s time 
per machine. Also, setup cartons. 


J. W. GREER CO., INC.: A new starch molding ma- 
chine, the “Automolder,” was shown for first time. Fea- 
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tures include: electric push button control; all steel con- 
struction; smooth, quiet operation; gears totally inclosed 
and running in oil; reduced vibration. Also, streamlined 
chocolate coater, “Multi-tier” cooler; chocolate chipper. 


GROEN MFG. CO.: Stainless steel steam jacketed 
kettles with sanitary type agitators. 


HAYSSEN MANUFACTURING CO.: Automatic wrap- 


ping machine for plain and overedge candy boxes. 


HOOTON CHOCOLATE CO.: Chocolate coatings, 


liquors, cocoas, and confectionery products. 


B. H. HUBBERT & SON, INC.: Seamless drawn stain- 
less steel kettles. Sanitation features include no cracks or 
depressions in which dirt can lodge inside or out. 


HUBINGER CO.: Corn products displayed in inviting 
visitors’ booth. 

HUGE Co.: “Excelide” materials and equipment for plant 
sanitation through insect and rodent control. Sanitation 
consulting service offering showing of sanitation movies, 
personnel training, rodent proofing surveys. 


IMPORTED DELICACIES CO.: Fancy decorated, 
lithographed and embossed metal containers for candy on 
display in shadow box. 


KAVART STUDIOS: Lithographed tins for candy and 


other confections. 


A. KLEIN CO., INC.: Fancy hexagonal, round, and 
heart-shaped candy boxes, ribbon tied. 


H. KOHNSTAMM & CO., INC.: Certified food colors 
and flavoring extracts. Plastic tubes for color shown; con- 
fectioner breaks off amount desired. Also samples of can- 
dies. 


LYNCH CORP.: Wrapping machine with automatic 
card former and feeder; has capacity of 80-100 packages 
per minute, depending upon product being wrapped. Also, 
wrapping machine for cookies and nonchocolate candies 
which features thermoplastic applied labeler so as to cut 
costs of printing on cellophane. 


THE MANUFACTURING CONFECTIONER: A 
visitors’ booth displaying magazines, books, and booklets 
published by firm: THE MANUFACTURING CONFEC- 
TIONER, THE MANUFACTURING CONFECTION- 
ER’S BLUE BOOK DIRECTORY, CANDY MER- 
CHANDISING, CANDY MERCHANDISING’S CANDY 
BUYERS’ DIRECTORY; CANDY PACKAGING, 
CANDY EQUIPMENT PREVIEW, Dr Stroud Jordan’s 
Confectionery Analysis and Composition. An illuminated 
turntable displayed covers of these candy publications. 


MARLENE MANUFACTURING CORP.: Trays, 
starch tray dollies, dipping boards, pan room trays, choco- 
late racks. 


MILLER WRAPPING & SEALING MACHINE CoO.: 


Wrapping machines in operation. 


MILL RIVER TOOL CO.: New depositor with en- 
larged piston bar to add sturdiness and insure absolute 
uniformity of deposits and accurate weight. Pump bars are 
made with separate inlet and outlet valves that transfer 
candy directly into pumps, thus preventing clogging and 
increasing production. Machine can be used for all types of 
starch molds, for filling rubber molds and chocolate molds, 
and for depositing ¢andy pieces such as buds and blossoms. 


MILPRINT, INC.: Cellophane, foil, glassine candy 
wrappers, bags, overwraps, laminations, creative art. 


MURNANE PAPER CO.: “Lint-free” base cards, trays, 
dividers, and rolls for automatic wrapping. 


NATIONAL ALMOND PRODUCTS CoO., INC.: Raw 
edible nut products displayed in “Gingerbread House.” 
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“ROLLERFLO” 


“ROLLERFLO"—Streamlined 3-Roll Mill 
Push Button Hydraulic Pressure Controls. 


* 
THE MILL OF 
TOMORROW 


Takes the Guess 
Out of Grinding 


® Streamlined, three- * ®@ Eliminates human 
roller mill with push- element in setting mills. 
button hydraulic pres- 


sure controls. ®@ Makes available grind- 


ing chart for every for- 
©@ Assurescorrectpressure mula for future use. 


® Push the button and pre-determined pressure 
comes up,’ stops at amount indicated on gauge— 
to back off pressure, just push release button. 


® Separate controls for front and back rolls—ma- 
terial is ground uniformly on ENTIRE length of 
rolls—no ends to throw back. 


No Pumps or Accumulators 


* 


The Detroit Laboratory is opened 
for test runs on your product. 
Call or write for appointment. 


DISPERSION 
EQUIPMENT SALES CO. 


53 W. Jackson Bivd. Chicago 4, Ill. 
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Complies fully with all pro- 
visions of the PURE FOOD ACT 


HAIR GUARDS 


These nationally famous KORONET Hair Guards allow natural, sanitary air 
circulation, keep hair from getting into products during handling. They are 
neat, decorative, comfortable, light in weight. They are snug-fitting, adjust- 
able to any headsize and hair style. The webbed net is constructed for long, 
durable service; the glossy non-inflammable plastic shield is cleaned by 
merely wiping with a damp cloth—no starching or ironing. 


ADVERTISING SEND FOR FREE SAMPLE 
VALUE 


Any name, trademark 
or slogan can be im- 
printed on the shield 
in color. 


literature and prices 















USED BY LEADERS 
IN THE INDUSTRY 


© Peter Paul, Inc. © E. J. Brach 
& Sons ¢ Leaf Gum * Howard 
Johnson Co. © Henry Hilde 
Inc. @ Thom. D. Richardson's 
Co. © Wilbur-Suchard Choco- 
late Co. © Cracker Jack 
Russ*!| McPhail Corp. ¢ Chase 
Candy Co. * Many others 











You Save Power Dollars 
With CLEAN Cooling Systems 


WHEN scale accumulates in candy cooling 
systems, heat transfer slumps . . . operat- 
ing costs go up. To correct this trouble, pump 


Oakite Compound No. 32 through heat exchan- 
gers. 


Effective-yet-safe Oakite descaling action quick- 
ly loosens insulating deposits . . . frees surfaces 
for efficient heat transfer . . . lowers pump 
pressure . . . cuts power costs. 


Your nearby Oakite Technical Service Repre- 
sentative will help you put this safe cleaning 
procedure in gear. See him or read Oakite 
Service Report 7202 for details. Send for your 
FREE copy now. 


OAKITE PRODUCTS, INC., 36C Thames St., NEW YORK 6,6. Y. 


Technical Service Representatives in Principal Cities of U.S. & Canada 
MATERIALS 
METHODS 
SERVICE 






Specialized Industrial Cleaning 
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NATIONAL EQUIPMENT CoO.:: 
all steel, heavy duty mogul; a new heavy duty depositor. 
New sanitary, “cleanlined,” enrober features ultraviolet ray 
lamp for killing bacteria. Also,’ new bottomer, cooler and 
packer, continuous cooker, hydraulic batch mixer, continu- 


A new “cleanlined,” 


ous cream cooler, tray stacker, cherry dropper, whole 
peanut blancher. 
NATIONAL FOLDING BOX CO., INC.: Automatic 


forming machinery for producing self-locking boxes, boats, 
and trays. 


NATIONAL SUGAR REFINING CO.: 
linc of bulk, dry, liquid, and invert sugars. 
and white shadow boxes. 


NULOMOLINE CO.: Visitors’ booth with samples of 


firm’s products. New candy formula booklets distributed. 


E. T. OAKES CO.: Continuous automatic 
candy, marshmallows, icings, cake batters. 
stated up to 6,000 pounds an hour. 


PACKAGE MACHINERY CO.: New bar wrapping 
machine equipped with roll type card feed and auxiliary 
bar feed. Roll type card feed uses cardboard in roll form, 
cuts it to desired size, scores two beads lengthwise; extra 
rigidity obtained permits use of less expensive stock. Aux- 
iliary bar feed enables one attendant to feed bars and main- 
tain speed of 140 per minute. Also, new thermo-print-labeler 
which cuts, imprints, and applies labels from economical 
roll stock, and a pop wrapper. 


PEERLESS CONFECTIONERY EQUIPMENT CoO.: 
Machinery for wrapping and manufacturing hard and filled 
candies. 


PENICK & FORD, LTD., INC.: Samples of products 
in attractive visiting booth decorated with flowers. Tele- 
phone and stenographic services available. 


PHILIPPINE DESSICATED COCONUT CORP.: 


Coconut palms setting and samples of coconut. 


CHARLES R. PHILLIPS CO., INC.: A large oil paint- 
ing was featured by the flavor supply firm in its visitors’ 
booth. 


C. M. PITT & SONS CO.: Maraschino dipping cherries, 
stem cherries for dipping, glace and drained fruits for manu- 
facturing confectioners. : 

PLASTICRAFT MANFACTURING CO.:: 


candy and novelty containers for confectioners. 


PRIOR CHEMICAL CORP.: Photographs and samples 
of packaging of hard candies with firm’s dessicant utilized 
for prevention of moisture damage. 


REYNOLDS METALS CO.: Introduction of heat seal- 
ing for wrapping with new glassine laminated aluminum 
foil. Method is said to eliminate overwraps and liners, pro- 
vide a tight seal. 


Complete 
Attractive blue 
Booklets available on sugar. 


mixer for 
Production 


Plastic 





What's Cooking? 


to VACUUM and RACINE 
for MODERN CANDY MACHINES 








LOOK 





Manufacturers of SIMPLEX" 


Vacuum Fondant Cookers and 
Coolers, Steam and Gas 
Steam Jacketed Kettles, Copper 
or Stainless Steel, with or 
without Agitators 

Batch Rollers nie 
Continuous Plastic Machines 





Manufacturers of '"RACINE" 
The Standard Automatic Sucker 
Machine, Roller Type 
The Model M Sucker Machine 
Punch and Die 
Sucker Rolls, Cutting Rolls and 

Drop Rollers, Cream Depositors 
Chocolate Depositors for Stars, 
Kisses, Buds, Bits, Bars, etc. 
Cream Beaters, Caramel Cut- 
ters, Caramel Sizers 


Vacuum Candy Machinery Company 
and Racine Confectioners’ Machinery Co. 


15 PARK Ro Ad 


NEW = 7, N.Y. 


ACTORIES: Harrison, N. J.—Racine, 
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RIEGEL PAPER CORP.: New “Crystallon” paper box 
cover. Packages and bars wrapped in firm’s papers. 


ROSS & ROWE, INC.: Visitors’ booth in brown and 
red. A streamilned display of samples of firm’s “Yelkin” 
line of lecithin, flavors, “Placto” milk and cream products. 


ROTO BAG MACHINE CORP.:: “Roto” bag machine 
shown making cellophane bags. 


SAVAGE BROS. CO.: Redesigned portable, streamlined 
fire mixer. Features include: variable speed agitation, 
thermostatic gas control, and all possible safety devices. 
Kettle has copper sandwiched between layers of stainless 
steel, with metals being in permanent bond. Cladmetal 
construction provides quick, even heat distribution, ease 
in cleaning, resistance to corrosion. 


SCANDIA MANUFACTURING CO.: Cellophane 
wrapping machines for candy cartons and multiple candy 
bar packages. 

F. J. SCHLEICHER PAPER BOX CO.: Fancy candy 
boxes for gifts and holidays. 

GEO. SCHMITT & CO.: Sequined pallette showing 
candy packages. 

SCHOLL MACHINERY CO.: Sizing and cutting ma- 
chines for small size plant. Also, 5-cent piece machine for 
large plants. 

SHUMANN EQUIPMENT CO.: Automatic bag ma- 
chine, weighing and filling machines, printed cellophane 
bags. 

SIMPLEX WRAPPING MACHINE CO.: Bag making 


machines in operation. 
W. C. SMITH & SONS: New 10-inch chocolate coater 


electrically heated and thermostatically controlled. 


AL SMIDTH: Phastic packages in special designs: a 
“sceni-panorama” egg; a crystal clear, padlocked and hinged 
heart with removable, interchangeable satin heart inserts; 
colored egg-shaped containers. 


SPECIALTIES APPLIANCE CORP.: Roasters for 
preparation of edible nuts in oil. 


A. E. STALEY MANUFACTURING CO.: Visitors’ 


booth. Confectioners starches, corn syrups, lecithin. 


STANDARD PRINTING CO.: Roll of unprinted cello- 
phane appears to be going through magician’s hat for 
printing and is then rewound on roll. Huge animated rabbit 
added to novel appearance. 


STEINHARDTER & NORDLINGER: Tanks, kettles, 
refiners, conches, crackers, fanners, melangeurs, candy- 
making equipment. 

SYLVANIA DIV., AMERICAN VISCOSE CORP.: 
Newly designed complete candy train packages wrapped in 
cellophane. Specially designed and customers’ packages 
showing use of firm’s cellophane. Brilliantly lighted vis- 
itors’ booth. 


G. H. TENNANT CO.: Machines and materials for dry 


cleaning floors is candy plants. 

TOMPKINS LABEL SERVICE: Labels for candy 
packages. 

TRAVER CORP.: Cellophane bags. 

TRI-CLOVER MACHINE CO.: Complete line of valves, 


tubing displayed in fluorescent-lighted green-trimmed shad- 
ow box. 


C. E. TWOMBLY CO.: Glassine, cellophane, and bond 


candy cups, in large assortment of sizes and colors. 





Why the Original 
Is Still the Leader 


The Peerless Syrup Cooler and 
Snowflake Cream Beater 


Werner built the first 
Fondant Coolers and 
Cylinder Beaters. Ex- 
perienced Confection- 
ers know that when 
they invest in Fon- 
dant Equipment it is 
just good business to 
select a manufactur- 
er with experience in 
design, workmanship 
and the know how. 
Fondant is Food and 
it must be made cor- 
rectly. Werner equip- 
ment is famous for its 
dependability. 


There is no substitute for 
Experience. 


713-729 Lake Avenue 
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Equipment for Vacuum Lift, Gravity Feed, or Syrup Pump, any capacity. 


JOHN WERNER & SONS, INC. 





> 


ee ee 


Rochester 13, N. Y. 
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ROBINSON 
Ae (i Actiuated 
CONVEYOR 





It's the Robinson Way . . . convey it by low volume 

air . . . through piping to destination! The Robinson 
Air-Activated Conveyor System unloads bulk dry-granular or 
pulverized materials such as sugar from hopper-bottom cars or 
tank trucks.and conveys them pneumatically to storage and from 
storage to production—and with no dust! 


The Robinson System is economical because it utilizes low-volume 
air. Pipes do not encrust. They stay clean. There are no continu- 
ously moving parts such as screw-feeds, bearings, etc. that cause 
high maintenance and require frequent replacements. 


In writing for further information, tell us about your present 
sugar-handling methods, and send us’a rough sketch of the con- 
veying requirements into and through your plant. 





Division of 
MORSE BOULGER DESTRUCTOR CO. 


[ROBINSON 

















Representatives in Principal Cities 


CONVEYOR SYSTEMS| 





211-S EAST. 42nd STREET - NEW YORK 17, N. Y. 


DESTRUCTIVE 


BACTERIA 


Before 1¢ Kills Your Product 
WITH LETHERAY 
GERMICIDAL EQUIPMENT 


Using genuine Hanovia Ultraviolet Burn- 
ers Letheray is an effective sterilizer 
wherever perishable goods are handled 





Ht Q H- or stored. 


Drug, Cosmetic and Candy 


Manufacturers, Bottlers, Meat 
Packers, Bakers, Brewers, Res- 
taurants, Meat Markets, Food 
Packers can protect their pro- 
ducts from spoilage because 


Letheray Killa Mold Spores 
and other airborne micro organisms. 


a 


Hanovia Chemical & Mfg. Co. 


iam 48 ae ae, 


World's Largest Manufacturers of Ultraviolet Lamps 
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UNION CONFECTIONERY MACHINERY CO. 
INC.: Literature and catalogs on reconditioned chocolate 
and candy equipment. 


UNION SALES CORP.: Displays of 


Medel tank car shown in shadow box. 


corn products 


VACUUM CANDY MACHINERY CO.:: New “Racine” 
automatic sucker machine with output of 250-400 suckers 
a minute. Hard candy and fondant cookers. Stainless steel 
cream cooker and cooling system. 


VITA VISION CORP. OF AMERICA: 
and display aids. 
rear. 


Candy cases 
Framed pictures of candy lighted from 


VOORHEES RUBBER MANUFACTURING CO.:: 
Complete selection of rubber molds on revolving display, to- 
gether with samples of candies made in such molds. 


VOSS BELTING AND SPECIALTY CoO.:: 
tionery belting and dipping sheets. 
can be embossed on bottom of candies. 


Confec- 
Manufacturers name 


WEGNER MACHINERY CORP-.:: Stainless steel melt- 


ing and tempering kettle of 150 gallon capacity. 


WEINMAN BROTHERS, INC.: Transparent rigid ace- 


tate containers featuring holiday and floral designs in colors. 


JOHN WERNER & SONS, INC.: Automatic hard 
candy machine for producing spherical and seamless hard 
candy is over 100 different shapes. 


T. C. WEYGANDT CO.: Chocolate molds and chocolate 
hollow molding equipment. Also dummy molded candies. 
WHITSON PRODUCTS DIV., BORDEN CO.: Soy 


products and candies made from them. 


GORDON H. WILCOX & CO., INC.: New cluster 
nut depositor said to equal daily output of 15 hand dippers. 
Also, a plastic batch machine. Five thermostats 
hopper temperature. 


control 


WRIGHT'S AUTOMATIC MACHINERY CO.: Auto- 
matic weigher featuring a dual feed to assure accuracy to 
one or two pieces and a cut off control to assure cor- 
rect flow at all times. 





@ J. W. Greer Co.: Sale of the Greer firm’s entire 
wire belt business and all equipment for its manu- 
facture to the Wire Belt Co. of America is an- 
nounced. Wire Belt will produce under a new 
name, “Flat-Flex’’, the wire belting long associated 
with the Greer line and has installed new equip- 
ment to fill specification orders. Sale of the busi- 
ness resulted in part from the Greer company’s 
desire to concentrate on its expansion program for 
confectionery and baking equipment. 


@ Minneapolis-Honeywell Regulator Co.: Eight 
changes and promotions are made by the firm: 
Kent L. Wilson is promoted to manager of the 
Southwest region; T. S. Carley is named Detroit 
branch manager; Walter J. Baak is advanced to 
the sales managership of the wholesale division; 
G. M. Kingsland is taking over new duties in the 
heating controls division’s sales work; William S. 
Robards is appointed Milwaukee branch manager; 
Howard Marston is made industrial manager in 
the Brown division 6f the Twin Cities branch; Earl 
S. Bush is named Chicago industrial sales engineer 
for the steel industry for the Brown division; and 
I. K. Farley is selected as industrial manager of.the 
Brown division’s Houston branch. 
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Keep Clean 





call 


VOSS 
FOR BELTS 


Yes, VOSS Belts can make it easier to keep candy production and handling 
equipment always clean—always sanitary. The special Belts VOSS 
developed for the industry reflect years of practical familiarity with candy 
plant set-ups, methods, problems. They incorporate features candy plant 











+) 


men have actually asked for. 


VOSS SANITARY COATED BELTS 


for example, are available in all types, widths and weights. Their carefully 
tested, always uniform coatings are made to resist grease, dirt and water— 
to give no foothold to dirt and contamination. They resist cracking—keep 
their smooth, unbroken surfaces for years of tough use, preventing accumula- 
tion of hard-to-get-at pockets of syrup, coating materials or foreign matter. 
They can be had steam-proofed to make cleaning easy and positive. Or you 


may need 
: VOSS PRE-SHRUNK BELTS 


which can’t shrink off your machines. They’re specially treated to resist. 
butter fats, grease and oil—for better performance, longer life. You can 
steam-clean them for thorough, complete sanitation. 


VOSS’ huge stock holds innumerable other types of Belts, in bundreds of 
styles and sizes and with all kinds of coatings, which will take care of al- 
most any candy plant requirement. But if you have a particularly knotty 
problem, 100-to-1 VOSS can design and produce exactly the right Belt, with 


Easier 








the right coating, to solve it. We’ve done 


SIPC: 
HI-GLOSS NO. 3 


Plastic Cooling 
Tunnel Belts .. . 


\~ T Puts glossy, mirror- 


like bottoms on chocolates. 


w2 No cracking—no 
peeling 


w3 Longer Belt life—will 


not wrinkle 


w"4 Easy to splice—can 
be run right after splicing by 
our new method—no waiting 
for cement to dry 


w5 More sanita 


—plas- 
tic top cleans in a ‘ify 





just that for bundreds of our customers. 
(And don’t overlook VOSS service, either 
—speed isn’t just something we talk 
about—we deliver it!) 








“ none 


LOWER MAINTENANCE 
COSTS 











VOSS BELTS 
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A Prorit-Payinc INVESTMENT... 
THE SAVAGE CONTINUOUS CANDY CUTTER 


(Brach Patent) 









THE FIRST 

Floor Space, COST is THE 

ye feet. LAST COST 
Weight 

1.700 Ibs. No additional chains to make 


different shapes--changes from 
one style to another instantly. 


Without any adjustment or change the Savage 
Continuous Candy Cutter will cut any Pillow 
shaped goods, Chips, Straws or Waffles— 
either hard or soft centers—and cuts any 
width or thickness from the thinnest straws 
to 3% inch, and from % to 11% inches in length. 


1. BABY KISSES—any small piece 34-inch 
long and up to 34-inch wide—are cut on 
this series of knives. 


2. PILLOWS, CHIPS, STRAWS—3/-inch 
long and % to 1% inches wide—are cut 
by this set of knives. 


3. STRAWS, CHIPS, PILLOWS—1% 
inches long and % to 1% inches wide— 
are cut on this series of knives. 


4. WAFFLES—%-inch long and up to %- 
inch in width—are cut and stamped with 
this series of knives. 


5. THE GUIDE— illustrated separately to 
the left, has two peculiarly shaped knurls 
which may be so turned and separated as 
to regulate the batch to any width from 


THE GUIDE —the only 
part of the entire ma- eae ¥% to 13% inches as desired. Adjustments 





are made by simple thumb screws. An 
experienced operator can feed the ma- 
chine without using the guide. 


chine that is changed. 











High Speed--No Delays-- Perfect Cutting--No Waste-- 
Increased Output Reduces Cost 
(Also sold without conveyor—bench type) Since 1855 


SAVAGE BROS. CO. 


Over 91 Years Manufacturing Quality Food Equipment 
2638 GLADYS AVE. CHICAGO 12, ILL. 
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Spiced Gum Drops 


ANALYSIS: Theatre vending machine 
purchase in Chicago for 5 cents. 
Appearance and size for red-printed 
folding box are good. Gum color 
is good; texture, tough; flavor, poor. 

REMARKS: Can not taste any 
flavors; all we can taste is spice; 
Not a good eating spice gum drop. 


Code 7LA8. 


Gum Drops 


ANALYSIS: Sent in for analysis from 
Sweden as No. 4552. Sold in bulk. 
Appearance, color, texture, and finish 
are good. Flavor is poor. 

REMARKS: A well made gum drop 
but poor flavor. Suggest a better 
grade of flavor be used. Code 5U48. 





Assorted Jellies 


ANALYsIS: Container is a_ blue, 
green, and orange tray, with name 
printed in tray in blue and an over- 
all wrap of cellulose; appearance is 
good. Jellies are good in colors, 
texture, sanding, and flavors. Assort- 
ment is good. Purchased in a,Chi- 
cago railroad depot, one pound for 
75 cents. 

REMARKS: Jellies are more like soft 
gum than a jelly. Neat and attractive 
package but slightly high priced at 
75 cents. Code 7E48. 





Assorted Small Gum Drops 


ANALYSIS: Purchased in an Oak 
Park, Ill. drug store for 17 cents; 
10 ounces. Package appearance of 
cellulose bag printed in red, white, 
and blue is good. Gum drop colors, 
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Gums; Jellies; Undipped Bars 


texture, and sanding are good; 
flavors, fair. 

REMARKS: A well-made gum, neat 
and attractive package, but flavors 
are not up to the standard used in 
good gum pieces. Code 7M48. 





Assorted Jellies 


ANALYsIS: A_ 12-ounce package, 
sold for 29 cents in a San Francisco 
drug store. Package is a plain cel- 
lulose bag, paper clip on top printed 
in yellow, blue, and pink; appear- 





ance, fair. Jellies are good in color, 
sanding, texture, and flavor. 

REMARKS: Pieces are more like 
starch gums than jellies. Cheaply 
priced at 29 cents for 12 ounces. 
Suggest a printed cellulose bag to 
made the package attractive. Code 
7148. 


Assorted Jelly Drops 


ANALYsIS: Purchased in a Chicago 
chain drug store for 35 cents the 
15 ounces. Package is a plain cel- 


Candy Clinic Schedule 
For The Year 


The monthly schedule of the CANDY CLINIC is listed below. 
When submitting items, send duplicate samples six weeks 
previous to the month scheduled. 


JANUARY—Holiday Packages: Hard Candies 
FEBRUARY—Chewy Candies; Caramels; Brittles 
MARCH—One-Pound Boxes Assorted Chocolates up to $1.00. 
APRIL—$1.00 and up Chocolates: Solid Chocolate Bars 
MAY—Easter Candies and Packages: Moulded Goods 


JUNE—Marshmallows; Fudge 


JULY—Gums:; Jellies: Undipped Bars 

AUGUST—Summer Candies and Packages 
SEPTEMBER—All Bar Goods: 5c Numbers 
OCTOBER—Salted Nuts; 10c-15c-25c Packages 
NOVEMBER—Cordial Cherries: Panmed Goods; Ic Pieces 


DECEMBER—Best Packages and Items of Each Type Con- 
sidered During Year: Special Packages, New Packages 








appearance. 


should check formula. 


1% ounces. 


luose bag, with a printed paper 
clip on top—good in size, fair in 
Jellies’ colors, flavors, 
and sugaring are good; texture, fair. 
REMARKS: Cellulose bag could be 
printed to improve appearance of 
package. Texture is more like a 


gum than a jelly. Code 7P48. 





Licorice Cuts 
ANALYsIS: Cost 10 cents, weight 


3% ounces, purchased in a drug 


store, San Francisco. Package is 
cellulose bag, printed in red and 
white. Cuts have good color and 


flavor; texture, slightly tough. Pack- 
age appearance is good. 

REMARKS: Pieces are a trifle too 
tough for this type of licorice; 


Code 7K48. 





Caramel Whirl Bar 


ANALYsIS: Purchased in a Chicago 
chain drug store for 6 cents; weighs 
Wrapper is cellulose, 
printed in yellow and black. Appear- 


ance and size of bar are good. Color, 


texture, and taste are good. 
REMARKS: A well-made and good 


eating caramel bar. One of the best 


we have examined this year. Code 


7F48. 





Assorted, Small, Fancy-Shaped., 
Hard Gum Drops 

ANALYsIs: A five-cent purchase in 
a Chicago theatre vending machine. 
Folding box, printed in red, green, 
and grape. Appearance and size of 
package are good. Colors, texture, 
molding, and flavors of gums are 
good. 

REMARKS: Best five-cent box of this 
type we have examined this year. 


Code 7J48. 


Chocolate Fudge Bar 


ANALYSIS: Costs 6 cents, weighs 
1-3/4 ounces, purchased in a Chi- 
cago chain drug store. Appearance 
and size of bar are good. Foil paper 
printed in red, white, and blue— 
neat and attractive. Bar color and 
taste are good; texture, hard and 
dry. 

REMARKS: Suggest formula be 
checked; as bar is entirely too hard 
and dry. Code 7648. 





Molasses Peanut Butter Bar 


ANALYSIS: Size and appearance of 
bar are good. Wrapper is glassine, 
printed in red, white, and blue. 
Color, texture, and taste of bar are 
good. Purchased in a Chicago chain 




















FLAVORS 


Concentrated Imitation 


Grape 
Cherry 
Raspberry 
Strawberry 
Wild Cherry 


Pure Natural Citrus 


Lime 
Lemon 
Orange 


See Blue Book for Other George Lueders' Products 


Established Since 1885 


GEORGE LUEDERS & CO. 


New York 13, N. Y. 


427 Washington St. 


Chicage @ San Francisco @ Montreal @ 


Philadelphia @ St. Louis @ Toronto @ Winnipeg @ Wisconsin 
























Los Angeles . 



















CHOCOLATE 
/ 









AMBROSIA CHOCOLATE CO 














drug store for 6 cents; weighs 1-1/8 
ounces. 

REMARKS: Best bar of this kind 
examined by the Clinic in some time. 
Has a good, fresh taste and is well 
made. Code 7H48. 


Molasses Chewy Bar 


ANALYSIS: White wrap, printed in 
red, white, and blue makes good ap- 
pearance. Size is good, weighs 1 
ounces; purchased in a San Fran- 
cisco nut shop for 5 cents. Color 
and texture of bar are good; flavor 
fair. 

REMARKS: Lacks a good molasses 
taste, though a _ well-made, chewy 
bar. Suggest more molasses be 


added. Code 7N48. 





Caramel Nut Bar 


ANALYSIS: Purchased in a Chicago 
chain drug store for 6 cents. Weighs 
1-3/8 ounces. Appearance and size 
of bar are good. Wrapper is glas- 
sine, printed in yellow, blue, and 
red. Bar has good texture and taste, 
slightly dark color. 

REMARKS: A good eating bar; one 
of best of this type examined this 
year. A trifle too dark for vanilla 
caramel. Code 7R48. 






COATINGS 


I 
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Honey Nut Chew Bar 


ANALYSIS: Sold for 6 cents in a 
Chicago chain drug store; weighs 
1-3/8 ounces. Bar is good in color, 
texture, and taste. Appearance and 
size of bar is good. Wrapper is 
glassine, printed in red, white, blue 
and yellow. 

REMARKS: Best bar of this type we 
have examined this year. Code 7048. 





Miscellaneous Items 











Chocolate Coated Cracker Bar 


ANALYSIS: Sent in from Sweden for 
analysis as No. 4553. Appearance of 
bar and size are good. Wrapper is 
white paper band printed in green 
and gold. Inside wrapper of glassine 
paper. Coating is fair. Texture and 
taste of center (which is cracker 
and chocolate paste) are good. 

REMARKS: A well made cracker 
bar. Good eating. Would retail in 
the U.S. for seven to 10 cents. Code 
5W 48. 


Coffee Candy 


ANALYSIS: Color and texture are 
good. Sample sent in for analysis No. 
4560. 

REMARKS: Flavor is not a good 
coffee flavor. For this type of candy, 
we suggest a high grade powdered 
coffee that is soluble. This should not 
be added until the batch has partly 
cooled. We have not had any suc- 
cess using a coffee paste in this type 
of candy. The candy will lose its 
flavor in the graining stage. Code 
6R48. 


Assorted Chocolates 


ANALYSIS: One-pound box, retail- 
ing for $1.25, sent in from Canada 
for analysis as No. 4565. Box is 
two-layer type, full telescope; pink 
paper, name in blue, imprint of a 
Scotsman in blue; cellulose wrapper. 
Appearance of package is good, upon 
opening—fair. Strings, colors, and 
taste of coatings are good; gloss, 
fair. Contains 24 dark-coated pieces: 
molasses hard candy, maple cream, 
vanilla caramel, and brazils are 
good; cherry jelly and coconut 
fudge, fair; dark cream-nuts, dark 
cream, mint cream, orange colored 
cream, lemon cream, and nut cream 
are rancid; jelly is completely 
grained; and oblong cream is tough 
and dry. Three light-coated centers: 
vanilla coconut paste is fair, and 
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LONGER-LASTING FRESHNESS 
Candies are fresh when made... 


they should remain fresh until con- 
sumed. 





age, the greater the loss from 
staling. 


Formulas used in making candies for an expanding market should be adjusted 
. . to withstand delayed marketing conditions. Our SERVICE DEPARTMENT 


. . . backed by over 30 years’ practical and technical experience . . . will tell 
you how. 


*"NULOMOLINE” is a moisture-retaining sugar product . . . it retards mold- 


} ing, fermentation, toughening, graining, spotting, drying . . . of marshmallow, 
| creams, fudge, nougat, chewing candies, jellies, and coconut work. 


TO PROTECT AND PRESERVE 
USE 





to make candies that look fresh... 





taste fresh . . . and remain fresh . . 


until they are sold and consumed ... 


*Reg. U. S. Pat. Off. 


| THE NULOMOLINE COMPANY 
Manufacturers of Nulomoline 
STANDARDIZED INVERT SUGAR AND SYRUPS 
120 Wall Street, New York 5, N. Y. 
| 330 East N. Water St. 751 Terminal St. 
| Chicago II, Illinois Los Angeles 21, Calif. 


| NULOMOLINE, LIMITED: 1410 Stanley St., Montreal 2, Candada 








The longer candies remain in stor- | 





















Transparent 
Candy Boxes. 


Quality Materials, 
Excellent finish and fit.’ 








fruit and nut paste is rancid. Four 
foiled pieces: vanilla caramel is 
good, and nut fudge is fair. The two 
snowballs are fair. Assortment is 
fair. 

REMARKS: Suggest that snow- 
balls be wrapped in cellulose; as 
coconut was all over chocolates, 
spoiling the appearance on opening. 
Cream centers are the poorest we 
have examined in some time, most 
were tough and rancid. Flavors are 
of the cheapest kind. If the quality 
were good, this box would retail for 
80 to 90 cents the pound in the 
United States. Very high-priced at 
$1.25 the pound. If formulas are de- 
sired for cream centers, we will furn- 
ish same at no charge; as well as 
formulas for coconut centers, which 


are poorly made. Code 7048. 





Assorted Chocolates 


ANALYSIS: Appearance of the one- 
pound box on opening is fair and the 
exterior of the package makes a good 
appearance. Box is two-layer type, 
extension edges, gold printed paper, 
sunburst design of flowers in colors, 
name in center in oval. Milk coatings 
are good; dark coatings are badly 
bloomed with good taste and color, 
fair strings. There are 46 dark- 
coated centers: fruit paste, pistas- 





appetizing flavor and aroma— 


tastes exactly like fresh- 


picked strawberries! 


$16.00 PER GALLON F.O.B. LOS ANGELES 


Albert Albek, Inc. 


Since 1934 makers of fine flavors, food products, vanillas, etc. 


515 SOUTH FAIRFAX AVENUE 


LOS ANGELES 36, CALIFORNIA 





chio nougat, walnuts, nut glace, 
mint gum-marshmallow, and cara- 
mallow are good; glace pineapple, 
vanilla cream, and nut cream are 
fair; brazils have old taste; lemon 
cream, poor flavor; can not identify 
flavor in pink cream; maple cream, 
cheap flavor; cordial cherry is 
broken, dry and hard; chew is ran- 
cid; gum drop has bad flavor; al- 
monds are roasted too light, have 
burned taste. Six light-coated pieces: 
coconut paste is fair; raisin and nut 
clusters have an old taste; praline 
is rancid, Three foiled pieces of 
filbert and chocolate are fair. Jordan 
almonds are very hard. Assortment 
is good. Sent in for analysis as 
No. 4562. 

REMARKS: Workmanship and 
quality of centers should be checked. 

Poorly made centers, cheap flavors, 
and some pieces rancid. If the 
quality and workmanship were im- 
proved, the box would retail at $1.50 
per pound. Code 7B48. 





Peppermint Creams 


ANALYSIS: Appearance of package 
is good. Appearance of box on open- 
ing, fair. Box is one-layer type, 4 
pound; gold metallic paper printed 
in green, imprint of peppermint 
spray in good and green. There are 





34 dark and light coated pieces: 
Colors, taste, and molding are good; 
no gloss; all dark pieces bloomed. 
Color and texture of centers are 
good; flavor, fair. Sent in for 
analysis as No. 4564. 

REMARKS: Box is neat and attrac- 
tive. Manufacturing should be 
checked since the dark pieces 
bloomed. Peppermint flavors is not 
up to the standard used in high- 
priced peppermint creams. If a 
better grade of peppermint oil is 
used, we suggest a retail price of 90 
cents to $1.00. Code 7D48. 


Assorted Chocolates 


ANALYSIS: Appearance of package 
is good, and, upon opening, fair. 
Box is one-layer type, gold metallic 
paper embossed. Name in center 
printed in gold. Weight is 14 ounces. 
Color, gloss, taste, and molding of 
light shell, dark shell, and dark 
cupped coatings are good, except for 
the badly bloomed gloss of the dark 
shells and the partly bloomed gloss 
of the dark cupped coatings. The 17 
light shell pieces are: chocolate 
paste, chocolate paste-nabisco 
cracker, and _ chocolate caramel, 
good; peppermint cream, good tex- 
ture, fair flavor; chocolate nut paste, 
fair; and we are unable to identify 





california 
Strawberry 
flavor 


Fine as the real fruit 


Excels for candies, 


ice creams, etc. Rich in 


en 





*Order the JF 
Only $5.0 














KANDEX 


CONFECTIONERY 


STABILIZER 


Gives Lasting Freshness and 
Smoother Texture To Your 


CARAMELS 


other chewy candies such 

Toffee, Taffy 
GB. 

SAVES TIME and EXPENSE. 


le 
Write for Free Samp 
Sufficient for Batch Testing 


and Kisses. 


1 25 lb. Drum 
_ F.0.B. Chicago 








ee! 
NATIONAL FOOD PRODUCTS 
8 South Dearborn St. 


Chicago 3, Illinois 
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flavor of the pink cream. The 16 
dark shell pieces: caramel (cup), 
good; caramel and nut paste, fair; | 
orange-colored cream, poor flavor; | 
pepperizint cream, cream dry and 
poor flavor; and red paste, can not 
identify flavor. There are 7 dark- 
coated and cupped pieces: choco- 
late paste, good; buttercream, fair; 
almond paste, hard and dry, and 
fudge center, rancid and hard. The | 
assortment is fair. Sent in for analy- | 
sis as No. 4563. 
REMARKS: Suggest manufacturing 
of centers and dark shell coatings be 
checked. Flavors are poor in many 
pieces and in some centers we can 
not identify the flavors. Quality and 
manufacturing will have to be) 
greatly improved if this box is to 
sell for $1.50 per pound. Code 7C48. 








Assorted Chocolates 


ANALYSIS: One pound box, re- | 
tailing for 95 cents. Box is two- 
layer type, full telescope, with em- 
bossed white paper, and name, etc. 
embossed in gold. There are 19 dark- 
coated pieces: peanut cluster, nut 
cream, vanilla marshmallow, date, | 
and chocolate paste are good; choco- 
late cream is fair; pecan top cream 
is fair but the cream is dry; white 





For expert analysis, send your 
candies to the Candy Clinic. 











cream is very hard and dry; chew 


lacks flavor; mint cream is broken, | 


hard and dry; nuts have old taste in 
nut taffy; can not identify flavor of 
white cream and pink cream, which 
is also hard and dry. There are 10 
light-coated pieces; coconut choco- 
late, molasses coconut paste, choco- 
late paste, vanilla coconut paste, and 
molasses peanut butter sticks are 
good; mint marshmallow is tough 
and dry. Five undipped pieces are 
good: molasses coconut paste, cream 


mint leaves, and fudge rolled coco- | — 


nut. The assortment is fair. Sent in 
for analysis as No. 4561. 
REMARKS: Quality of the candy is 
not in the 95 cent class. Very poor 
workmanship. Box needs a cellulose 
wrapper; as it was dirty and finger- 
marked. Very poor packaging; box 


For Dutch Process Cocoa 


Chocolate... 





is too large for one pound of choco- 


lates. Suggest formula for cream | 
centers be checked as creams are | 
poorly made. Many pieces lack | 


flavor. Careless dipping. Assort- 


ment needs more hard candy pieces, | 


a good nougat, jelly, caramels, but- 
terscotch, etc. We have examined | 
better assortments of this kind at | 
75¢e. Code 7A48. 
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‘Tying Ribbons | 
Satin and Novelty 
Effects 











TITAS 
POTASSIUM 
CARBONATE 


You know the importance of 
uniform neutralization! For 
perfect neutralization every 
time ... specify SOLVAY 
Potassium Carbonate—there’s 
nothing finer. 


SOLVAY SALES DIVISION 
ALLIED CHEMICAL & DYE CORPORATION 

40 Rector Street New York 6, N. Y., 
————- BRANCH SALES OFFICES: 

Boston © Charlotte * Chicago © Cincinnati 
Cleveland ¢ Detroit * Houston * New Orleans 
New York ¢ Philadelphia ¢ Pittsburgh ¢ St. Louis 

Syracuse 








CARIIOL .too0cts 
MAKE BETTER CANDY 


Spray and Roller Process Non-fat 
Dry Milk Solids, Whole Milk 
and Buttermilk Powder 


Malted Milk—Condensed Milk 


FOR A DEPENDABLE SOURCE OF SUPPLY 
WRITE 


(AIRYLAND MILK 


CORPORATION- rage ee 1933 
1041-B Raymond Ave. - Paul 8, Minn. 
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Poetker, Casani, Herrick, McMillan Named NCWA Leaders 


\CWA Jobhers Meet in Chicago 


by RALPH IULA, JR. 


The Manufacturing Confectioner 


Ke TO THE QUESTION of “Which Way in Candy 
Distribution”, almost 1,400 persons gathered at 
Chicago’s Hotel Sherman for the third annual convention 
of the National Candy Wholesalers’ Ass’n, Inc. Various 
phases of the “Which Way” theme were discussed by 
experts in every field of the candy wholesaling industry 
during the four-day conclave. The second annual All 
Confectionery Exposition with 79 exhibitors showing 


NEW NCWA PRESIDENT. is 
John F. Poetker, Jr., of J. F. 
Poetker & Son, Cincinnati. 
John Casani, of John Casani 
Co., Philadelphia, is named 
vice-president. M. J. Herrick, 
retiring president, is named 
chairman of the board. C. 
M. McMillan is reelected ex- 
ecutive tary-tr 








their products was held concurrent with the meetings 
and speeches. 

John F. Poetktr, Jr., of J. F. Poetker & Son, Cincin- 
nati, retiring vice prest@ent,-was elected to the NCWA 
presidency to succeed M. J. Herrick, of Sweetheart As- 
sociated Companies, Bismarck, N. D. John Casani, of 
John Casani Co., Philadelphia, one of the founders of the 
orgahization, was elected vice-president. C. M. McMillan, 
Washington, D. C., was reelected executive secretary- 
treasurer. Mr. Herrick was named chairman of the board 
of directors. 

In the opening major speech, “Which Way in Candy 
Distribution”, Arch Patton, vice-president of the Wilbur- 
Suchard Chocolate Co., called upon candy jobbers to 
take an example from the oil industry by competing 
against each other on service rather than price. He 
further cited grocery and drug wholesalers as successful 
in stressing service in competition with each other. 

“You have at your disposal one unifying force,” Mr. 
Patton told the opening session of 550 jobbers, “that 
if given proper support could go a long way toward 
eliminating survival-selling, and help lick many of your 
other common problems. I refer, of course to your own 
NCWA. As a manufacturer, we wish your Association 
every success because a successful and profitable whole- 
saling industry means more business for everybody.” 

Today’s jobber “has to get from under his desk” and 
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get to know his market, Mr. Herrick told the NCWA 
members in the annual president’s message. The candy 
wholesaler “must know his market by analyzing it,’ he 
stated. 

Chain stores shouldn’t dominate the jobber’s thinking, 
Mr. Herrick warned, as they are a very small part of the 
market. He pointed out that the candy jobber’s real 
competition is with other industries, such as ice cream, 
bakery, and soft drinks; as they take more store footage 
than candy. 

“Better merchandising will sell candy,” Mr. Herrick 
said, “There is no reason, with good merchandising, 
why it (increased retail sales) can’t be realized.” 

Al R. Bixby, president of the National Confectionery 
Salesmen’s Ass’n, told the opening session that more co- 
operation between his organization and NCWA would be 
of great aid to both groups. 

“Variety is the spice of selling,” L. E. Netterstrom, 
president of the Western Confectionery Salesmen’s Ass'n, 
said in his address. Since all varieties are needed for 
all tastes of candy, he also emphasized that the real com- 
petitors of the candy jobber are the other sweets lines 
vying for the public’s nickel. He urged jobbers to treat 
candy as any other food, using cooling rooms, insulated 
trucks, etc. 

The second general session was opened with a talk on 
“Which Way in Government and Industry Relations” by 
William A. Quinlan, NCWA legal counsel. Mr. Quinlan 
reviewed various laws and pending legislation affecting 
candy wholesalers. “The outcome will be of tremendous 
importance to you of the ten candy companies recently 
indicted for discriminatory selling,” he said. There is 
nothing clear in past court decisions on price-setting, and 


clarification-through legislation or more court decisions 


is needed, the counselor stated. 

A panel discussion on “Which Way in Operations” 
was next on the second session’s agenda. Harry J. Awe, 
Oshkosh, Wisc., opened the discussions with “Account- 
ing for Jobbers.” Mr. Awe told the assembly to “liken 
your business to your body, set up a good accounting 
system to find and fix your aches and pains.” 

“Buying Tips”, was the second subject on the panel, 
given by Clarence W. Galloway, of the Dulebohn Candy 
Co. Mr. Galloway suggested that jobbers keep 25 per cent 
of their initial purchases for repeat orders; therefore 
there would be no delay and another order could be 
filed with the manufacturers. Don’t buy in small quanti- 
ties, he said, as a jobber can’t do a good job of selling or 
promoting an article with small amounts. 

Don Wiggins, of Wiggins & Sons, Inc., Independence, 
Kan., outlined incentive plans for employees other than 
salesmen on a quarterly bonus basis in a letter read by 
Robert P. Bell, Cedar Rapids, Ia. in the third panel dis- 
cussion. 

A “Perpetual Inventory System” used by the Ouachita 
Candy Co., Monroe, La. was explained by B. W. Bieden- 
harm of the Southern jobbing firm. It is a simplified 
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card system, he said, which “tells how many and when 
to buy, and is a daily sales analysis.” 

Jack Simon, of Saffer-Simon, Inc., Newark. briefly 
outlined his “Weekly Inventory System” which consists 
primarily of one man, one full day, each week, taking 
complete inventory. 

“Morale helpers, as well as actual plant renovation, | 
are needed in modernizing warehouses,” Glenn A. Bald- 
win, of General Tobacco and Candy Co., Lincoln, Neb., 
stated in the last of the panel discussions. Conveyors, | 
centralized assemblage, and space conservation are nec- | 
essary in planning warehouse modernization, he said. 

The six talks were summarized by Elmer R. Kreher, 
Kreher & Shoemaker, Buffalo. 

John K. Kettlewell, director of the Council on Candy 
of the National Confectioners’ Ass’n, outlined the exten- | 
sive advertising campaign of NCA during the Wednesday | 
morning session, and asked the wholesalers for support 
of the campaign in order to help members of both organi- | 
zations. 


“Which Way Through Merchandising” was the title of | 3 


James F. MulCahy’s address before the third general | 
session. “Many retailers fail because they don’t know 
enough about merchandising; it’s up to jobbers and their 
salesmen to help them,” the NCA merchandising di- 
rector stated. 

A careful selection of salesmen is important to both 
big and little jobbers, Raymond Thurow, manager of the | 
Chicago Branch of The Personnel Institute, told the | 
NCWA members in his address, “Which Way to Select | 
and Improve Candy Salesmen.” 

A symposium on “Which Way to Sell Candy Profit- | 
ably” was conducted by William Neporent, of the Capitol 
Candy Co., Hartford, Conn., and John Casani, Phila- 
delphia, on the manufacturers’ responsibility, and er | | 
H. Williamson, president of the Williamson Candy Co., 
Chicago, and Gordon Lamont, vice-president and director | 
of sales of Lamont, Corliss & Co., New York, on the job- | 
bers’ responsibility. 

“Fair trade can solve many of the problems of the | 
jobber,” Mr. Neporent said. He pointed out that a manu- | 
facturer should either sell to the jobber or the retailer; 
as the manufacturer can’t do both and expect the jobber 
to do a good job for him. 

Since wholesalers and manufacturers have the same 
common idea—to get the goods to the consumer as eco- 
nomically as possible—the time is propitious for the 
meeting of top sales personnel and manufacturing execu- 
tives at the earliest possible moment, Mr. Casani stressed. 

“Good business is almost always the result of good 
management,” Mr. Williamson stated in his part of the 
manufacturers’ side of the symposium. “We’re not in 
business just to make a profit. We’re in business to serve 
the public; to give the public more and more for less and 
less.” The jobber must decide if he is to compete on the 
basis of service or price, he added. 

“It is ‘our problem, first, to give you the highest grade 
merchandise at the least possible price,’ Mr. Lamont 
told the NCWA assembly. Selection of distributors is 
the manufacturers’ responsibility, and a national manu- 
facturer should not handle retail sales direct, he said. 

Everything from pretty girls and chocolate sundaes 
to kodachrome slides and guessing contests helped the ex- 
hibitors turn the conventioner’s eye to his display at the 
second annual All Confectionery Exposition. 

Many attractive displays of every variety of confec- 
tion, with the accent on bubble gum, were featured in 
the 88 booths and in the hotel rooms by those unable to 
obtain booth space. Among the more elaborate booths 
were: Nutrine Candy Co., with a speciaHy-detigned, four- 
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Anyone Around 
My Base 
Is AT! 


didn’t learn this 
from a textbook. It’s an age-old 
favorite game they learned to 
love Naturally. 


The Toms and Dicks and Bettys 
know what they like...and their 
favorite confections are those 
which they come to like Natu- 
rally, too. They choose on the 
basis of flavor alone. 


in your confections... healthful 
and satisfying ...there can be 
no more carefully designed fla- 
vor favorites for youngsters 
(and for “oldsters” too) than 


FLORASYNTH’S 
CONCENTRATED IMITATION 


CANDY FLAVORS 


For Favored Flavor Try 
FLORASYNTH’S 


RASPBERRY 


and others of the famous “12 line” 
ef IMITATION CANDY FLAVORS 






( ‘. %~ 
Serasynth LABORATORIES, INC. 
CHICAGO 6 - NEW YORK 61- LOS ANGELES 13 


DALLAS 1 « DETROIT 2 - 


MEMPHIS 1 + NEW ORLEANS 13 


ST. LOUIS 2 *« SAN BERNARDINO «+ SAN FRANCISCO 11 


Floresynth Lebs. (Conede) Ltd. 


~ Montreal * Toronto * Vancouver * Winnipeg 


Florasynth Lebeorotories de Mexico S. A. — Mexico City 
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use KRIST-O-KLEER! 


1. Here’s why: KRIST-O-KLEER makes candies taste 
better! For this fine-quality invert sugar keeps the 
true, fresh flavor from drying out. 


2. Here’s why: KRIST-O-KLEER makes sweets look 
more tempting! It holds the moisture, gives a creamy- 
smooth texture. 


3. Here’s why: Candies made with KRIST-O-KLEER 
stay fresher. Because KRIST-O-KLEER retains mois- 
ture, even upon exposure to air and low humidity. 


Take the hint! Order today, from 
National’s full line ef KRIST-O- 
KLEER invert and partial invert 
sugars. 


THE NATIONAL 
SUGAR REFINING CO. 
New York, N. Y. and Philadelphia, Pa. 
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| part, portable display with indirect lighting and three- 


dimensional, natural color kodachrome pictures of the 
firm’s candies; Thomas Wiener Co., with a theme of 


| “The Old Woman Who Lived In A Shoe”, showing min- 


iatures of the Old Woman and her many children blow- 
ing bubbles of Super Bubble Gum; Topps Chewing Gum, 
Inc., with a penny-pitching game and attractive girls; 
Walter H. Johnson Candy Co., displaying an electric train 
carrying Powerhouse bars; Henry Heide, Inc., showing 
its complete line of 35 items ranging from Jujubes to 
candy bananas and cigars; Senneff-Herr Co., displaying 
various toppings with neon lights spelling out the firm 
name; E. B. Evans Co., with two girls dispensing free 
sundaes to all visitors. 

Other interesting exhibits were: Miss Morris Candies, 
Inc., showing a U. S. map with tiny red lights where their 
distributors are located and a display of their newly-mar- 
keted “Basket Lunch”; The Sweets Company of America, 
displaying Tootsie Rolls and giving “beanies” with pro- 
pellers attached to the tops; Lusk Candy Co., with a con- 
test for guessing how many lemon drops were contained 
in a big jug; R. L. Albert & Son, Inc., exhibiting imported 
candies from six European countries, as well as American 
confections; E. J. Brach & Sons, with a large corner 
booth of four “Candy Shops,” a clock projected on the 
wall, and The Brach Twins giving away bars throughout 
the exhibition floor; Bowman Gum Inc., with a daily 
drawing giving away 334 boxes of gum to lucky jobbers; 
and Mason, Au & Magenheimer, with a memory contest 
on items seen during a 20 second study inside a small 
booth. 

There were many other interesting exhibits which space 
limitation prevents describing. Many exhibitors expressed 
satisfaction with the buyers’ interest and were pleased 
by the number of orders, particularly for the Fall, writ- 
ten during the three-day showing. 


Directors-at-large elected at the final session: Ira C. 
Napper, of Mills-Napper Co., Malden, Col.; Sidney Gross- 
man, of Linker Cigar Co., Louisville; H. W. Loock, of 
Allen, Son & Co., Baltimore; L. C. Parman, Chicago, 
and Mr. Kreher, Buffalo. 

The executive committee of the board includes Messrs. 
Poetker, Casani, and Herrick, and W. T. Stuart, of Stuart 


| & Betts, Inc., Richmond, Va., and A. Applebaum, New 


York. 


Directors elected are: Mr. Neporent and Peter Kramer, 
Jr., of Peter Kramer & Son, Somerville, Mass., for Region 
1; Mr. Appelbaum and I. L. Saffer, of Saffer-Simon, Inc., 
Newark, for Region 2; Ernest Price, of McKeesport 
Candy Co., McKeesport, Pa., and Edgar J. McCoy, of 
J. B. McCoy & Son, Canton, O., for Region 3; Mr. Stuart, 
for Region 4; Sam E. Sawyer, of Sawyer Candy Co., 
Elba, Ala., for Region 5; Frank P. Corso, Biloxi, Miss., 
for Region 6; Claude A. Fitzgerald, of Del-Tex Nut Co., 
San Angelo, Tex., and Jack Beaty, Rocky Mountain 
Wholesale Co., Albuquerque, for Region 7; Ellis W. 
Stanley, of L. B. Harrison Co., Santa Ana, Calif., and 
William Barron, of William Barron Candy Co., Oakland, 


_ Calif., for Region 8; A. J. Bauer, Seattle, for Region 9; 


Frank G. McFadden, of McFadden-Lambert Co., St. Paul, 
for Region 10; Mr. Baldwin, for Region 11; and Von 


| G. Perry of Detroit Candy Co., Detroit, for Region 12. 


Directors continuing in office for another year are: 
Charles S. Hoult, of Monongahela Candy Co., Fairmont, 
W. Va., for Region 4; C..E. Morgan, Morgan Bros., Inc., 
for Region 5; Jim Hruby, of Jim Hruby Co., Portland, 
Ore., for Region 9; Berkley Smith, of Smith Candy Co.. 
Waterloo, la., for Region 10; J. V. Balocca, Commercial 


Candy Co., Paola, Kan. for Region 11; and Mr. Awe 


for Regio 12. 
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Scenes ai the 


VC A EXPOSITION 
in New York City 
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NEW BAR WRAPPING machine shown by Package Machinery 

Co. is equipped with roll type card feed and auxiliary bar feed, 

permits use of 12- or 14-point board, maintains speed of 140 bars 
a minute. 


NEW “CRYSTALLON” box cover (above) by Riegel Paper Corp. 

is designed for new Page and Shaw box of “Frosted Chocolates.” 

Because of wartime chemical shortages, “Crystallon” paper was 
discontinued in 1942, but is now again being produced. 
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THE MANUFACTURING CONFECTIONER booth (above) at the 
Exposition proved a center of candy information for visitors. 


THE STORY OF CHOCOLATE was told (below) in this three- 
dimensional booth of Walter Baker Chocolate and Cocoa Div. of 
General Foods Corp. 


NEW WINDOW DISPLAY model streamlined candy puller (left) 
by R. M. Dubin Corp. is designed for smaller confectioners, has 
25-pound capacity. 


NEW “BAUSMAN” DEPOSITOR (below) by Mill River Tool Co. 
has enlarged piston bar to add sturdiness and insure absolute 
uniformity of deposits, accurate weight. 
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CHOCOLATE 


COCOA POWDERS 
NATURAL AND DUTCH PROCESS 


Favorable production experience with HOOTON 
COCOA POWDERS has 
Bakers and Dairy Processors to continuously specify 
HOOTON. More than fifty years of dependable 
characteristics: desired flavor, appealing color and 
exceptional fineness is the cause for continued custo- 
mer preference. Tell us your requirements—receive 
information and samples. 


caused Confectioners, 


COATINGS. . LIQUORS 





HOOTON CHOCOLATE CO. 


Fine Chocolate Since 1897 
NEWARK 7 NEW JERSEY 





Since 1881, The Hubinger Co., Keokuk, lowa 


will help you with any of 
your technical problems. 


© . * 
UNIFORM... DEPENDABLE 
Confectioners’ Corn Syr- 


=ps, Thin Boiling Starches, 
Moulding Starch 





@ Robert A. Johnston Company: Brand Names 
Foundation, Inc. awards a Centennial Anniversary 
Certificate of public service to the company, which 
is celebrating the beginning of its 10lst year. The 
award is made in recognition of the firm’s continu- 
ous service to the American people since 1848, and 
for “winning and holding public confidence through 
unfailing integrity, reliable quality and fair pricing.” 
® Williamson Candy Co.: George H. Williamson 
president, is named to the American Management 
Ass'n. board of directors for a three-year period. 


@ Farley Manufacturing Company: Following a 
trend to modernize candy factories into one-story 
structures for better lighting, ventilation, sanita- 
tion, and manufacture, the company is constructing 
a new factory in Skokie, Ill. of modern, one-floor 
design. It is expected to be ready for occupancy in 
four or five months. 


@ Chase Candy Company: Two appointments are 
announced to the firm’s officership: Lowell E. 
Tjaden, sales manager of the firm’s western div- 
ision, is made a vice-president; and Verl L. Taylor, 
controller of the firm’s subsidiary, O’Brien’s of 
California, is elected assistant secretary. 


® Curtiss Candy Company: A dividend of $1.21% 
per share on preferred stock will be paid July 15. 


@ Badger Candy Club: Al Fowler, Cambridge, 
Wisc., president; Ed Koster, Milwaukee, vice- 


president; and Peter Faith, Milwaukee, secretary- 
treasurer, are elected by the organization. 


® Smith Brothers: The company will be one of 
the sponsors of the “Stop the Music” program 
commencing in September. 


@ Chicago Candy Club: New officers of the club 
are: Rolfe M. Lobell, president; Fred W. Findeisen, 
vice-president; and Joseph J. Schreiner, secretary- 
treasurer. Paul R. Trent and Rollie Rolleston won 
top honors in the organization’s recent ‘golf tourney. 


@ Up-To-Date Candy Manufacturing Co.: A large 
expansion program and two new officer appoint- 
ments are announced by President A. J. Dreitzer. 
An elaborate plan for modernization and mechani- 
zation of the entire plant, including the expansion 
of the sales department and a new system of na- 


TRUTASTE FLAVORS --- Seat Waturce Own 


Zestful, Tangy, Imitation CHERRY 
Full-Bodied, Rich, Imitation GRAPE 


Luscious, Imitation STRAWBERRY 


wn oe -  a 


Tantalizing, Imitation RASPBERRY 


NEUMANN - BUSLEE & WOLFE 


224 W.HURON ST. 
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tion-wide distribution, is now underway. Robert 
I. Johonnot, formerly associated with the National 
Candy Co. and the Cook Chocolate Co., is a new 
vice president and director of sales. Andrew Tehel 
is elected a vice president and director of production. 


@ Mary Lee Candies, Inc.: Purchaser of the May- 
flower Doughnut Corp. restaurant property in Cin- 
cinnati, the firm is continuing to operate the res- 
taurant and is featuring its line of candies there. 


@ Curtiss Candy Company: Five hundred pounds 
of candy was donated by the company for the Chi- 
cago Mercy Fleet airplane, which carried a cargo 
of supplies to the victims of the Columbia river 
flood. 


@ Schutter Candy Co. Div., Universal Match Corp.: 
Sponsorship of the much-rewarded “David Harding 
—Counterspy” radio program is renewed for 52 
weeks beginning Sept. 12 over ABC. Most recent 
citation to’the air show was from the American 
Hospital Ass’n. 


@ Karmel Candy Co.: One of the largest wholesale 
candy jobbing firms in Milwaukee County, Wisc., 
the company has been sold to the Curtiss Candy 
Co. and will be operated under the Curtiss name. 


@ Goldblatt’s: Dan Tokowitz, cookie buyer for the 
Chicago department store chain, has taken on the 
additional duties of candy buying. He succeeds 
W. Ozanic, who recently resigned. 


@ Walter H. Johnson Candy Co.: A summer pro- 
motion is being conducted on a national basis for 
frozen Power House candy bars. 


@ The O. P. Baur Confectionery Co.: Joe McDon- 
ald returns to the company as secretary-treasurer 
and production manager for the candy, bakery, and 
ice cream manufacturing departments. 


® Topps Chewing Gum, Inc.: Ringling Bros. and 
Barnum & Bailey Circus has designated Bazooka, 
as “the official bubble gum of the circus” for the 
season. 


@ W. C. LePetrie: A former vice-president of the 
Walter M. Lowney Company, Ltd., Montreal, Mr. 
LePetrie died at his Canadian home recently. He 
is credited with originating the idea of the choco- 
late candy bar while with the company’s Boston 
office near the turn of the century. 


@ John Mullane Candy Co.: Recent celebrator of 
its one hundredth anniversary, the firm is planning 
to establish a chain of retail stores for sale of its 
products. 


@ Charles G. Guth: Former president of the Loft 
Candy Co. and the Pepsi-Cola Co., Mr. Guth re- 
cently died at his Baltimore home. 


@ Macy’s: Earl K. Angstadt, Jr. is appointed de- 
partment manager of candies. 


@ Barton’s: Several hundred confectionery in- 
dustry leaders attended a testimonial dinner re- 
cently for Herbert Tenzer of the New York firm. 


@ Food Fair Stores, Inc.: Joseph Bernstein is ap- 
pointed candy merchandiser for the stores, which 
are expanding their retail candy operations. 
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PEACOCK BRAND 
FOOD COLORS 


For unfailing ‘‘eye appeal”’ . . . depend 
on Stange’s Peacock Brand Certified 
Food Colors . . . for 30 years the choice 
of leading producers who insist upon 
brilliance, uniformity, purity, conven- 
ience and accuracy in coloring their 
products. 


Stange, one of the few producers of a 
full line of colors including both Pri- 
mary and Secondary shades, offers you 
technical skill and laboratory facilities 
to help you solve your color problems. 
Write today for FREE COLOR TABLES 
and price lists. 


WM. J. STANGE COMPANY 
CHICAGO 12, ILL. Dept. MC 


GS 7ange 


RHYMES WITH TANGY 


“SILENT PARTNERS IN FAMOUS FOODS” 
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SWCA 25th Convention 











HE SILVER JUBILEE CONVENTION of the Southern 
Wholesale Confectioner’s Ass’n, Inc., themed as “Mer- 
chandising—the Jobbers’ ‘New Look,” will be held at 
the Brown Hotel, Louisville, July 25-28. A_record- 
breaking attendance is expected by Convention Chairman 
Louis J. Davis and Co-Chairman Sidney Grossman for 
the 25th annual gathering. The program will portray the 
theory that the wholesale confectionery industry's future 
is via the “New Look” in the wide field of merchandising. 
Keynote speaker will be Dr. Clark George Kuebler, 
president of Ripon, Wis. college, on “Industry and the 
World Need the ‘New Look.’” The speech will follow the 
president's annual address by Clyde A. Short, Shelby, 
N. C., head of SWCA. 


@ Glidden Company: Output of margarine by the 
firm’s Durkee Foods subsidiary is expected to be 
double by next year with expansion through new 
plants in the Southeast and a $309,000 addition to 
the Chicago factory. 


@ Lamont, Corliss & Company: Announcement is 
made of the appointments of John M. Whittaker 
as director of raw material purchases for the com- 
pany, and of Thomas F. Corrigan as assistant to the 
president of the Lamont-Corliss subsidiary, Peter 
Cailler Kohler Swiss Chocolates Company, Inc. 


@ George W. Rogers: One of those killed in Air 
Lines plane crash at Mt. Carmel, Penna. Mr. Rogers 
was returning to his home in Tenafly, N. J. from 
the NCWA convention in Chicago when the wreck 
occured. He was manager of the fountain products 


department of Lamont, Corliss & Company. 


@ Givaudan-Delawanna, Inc.: Two additions are 
being made to the company’s sales management 
staff. J. H. R. Stephenson joins the firm this month 
and will become Eastern Sales Manager Oct. 1. 
R. M. Stevenson, a director of the firm, will become 
Midwestern Sales Manager Oct. 1. 












Talks during the convention include: “Coordinating to 
Keep the ‘New Look,’” by W. H. Cutcliffe, Jr., Candy 
Distributing Co., Atlanta; “Trade Associations and Their 
‘New Look,’” by Philip P. Gott, president of NCA; 
“Merchandising is Indeed the Jobber’s ‘New Look,’ ” by 
James F. MulCahy, merchandising director of NCA; and 
“The Meaning of Salesmanship,” by Robert H. W. Welch, 
Jr., vice-president and sales manager of James O. Welch 
Co., Cambridge, Mass. Featured speakers during a 
roundtable discussion will be E. Ray Jones, Jones Candy 
Co., Owensboro, Ky., second vice-president of SFCA, 
and William A. Quinlan, legal counsel for NCWA. 

Over 80 manufacturers have reserved space for the 
Candy Show, the 20th exhibition at the SWGA con- 
ventions. 

Entertainment planned during the conclave includes a 
golf tourney, the annual outing and buffet supper. a 
horseshoe tourney, an operetta, and the concluding ban- 
quet and ball. 


@ Rockwood & Co.: The Chicago office, formerly 
located at 365 E. Illinois St., is now at 444 N. Lake 
Shore Drive in the Windy City. 


® Hooton Chocolate Company: An informative 
booklet by Dr. Leo Freundlich, chief chemist of the 
company, is now available upon request to mem- 
bers of the confectionery industry. It is entitled, 
“The Use of Chocolate Coating”, and may be had 
by writing the Hooton company at 339-361 North 
Sth St., Newark, N. J. 


@ Clinton Industries, Inc.: An invitation is ex- 
tended by the company to members of the Candy 
Production Club of Chicago to visit its representa- 
tives as their guests the week-end of July 23 on the 
houseboat, Idler, near Clinton, Iowa. 


® Burrell Belting Co.: Howard Ayelsworth and 
his family are vacationing in Estes Park, Col. for 
three weeks. 


® Florasynth Laboratories: Louis F. Haznaw, 
chemist for the firm, is the new president of the 
Westmont, IIl., Lions’ Club. 


@ Oakite Products, Inc.: An illustrated, 12-page 
booklet is now being distributed by the company 
in connection with industrial housekeeping and 
plant sanitation programs, which are described in 
the pamphlet. Copies may be obtained by writing 
to the firm at 136C Thames St., New York 6. 


@ Corn Products Sales Company: H. J. Rorke, 
manager of the firm’s Ohio territory, is now retired 
after 45 years of service, and is succeeded by C. J. 
Worrall, formerly manager of the Atlanta, Ga. 
branch. Mr. Worrall is replaced by W. H. Adcock, 
who has been with the company since 1936. 


SIX OF THE NEW OFFICERS for Magnus, Mabee & Reynard, Inc.. 
are pictured at the left: Top. left to right: William F. Fischer, pro- 
moted from sales manager to assistant vice president in charge 
of sales; Arthur H. Downey. technical director, elevated to 
assistant vice president in charge of the technical department: 
and M. Stanley Barker, elected assistant vice president in addi- 
tion to being divisional stiles manager in the New York area. 
Bottom, left to right, new assistant vice presidents: John W. Felton. 
Jr., manager of the Southern division: G. F. Mehren. head of the 
Midwestern area; and Shockley Gamage, export sales manager. 
George H. McGlynn, treasurer since 1933, was also made a vice 
president and treasurer. 
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@ Dodge & Olcott, Inc.: Joseph F. Rudolph suc- 
ceeds to the firm’s presidency in place of Charles 
A. Meyers, who is retiring. Valentine H. Fischer, 
Charles O. Homan, and J. Waldo Booth remain as 
vice presidents, and Fred H. Kirn continues as 
treasurer. 


@ William Tuerck: Sales manager for Schimmel 
& Co., Inc. in Latin America, Mr. Tuerck recently 
died after a brief illness in a New York hospital. 


@ Florasynth Laboratories Inc.: Merrit V. Eusey 
is promoted to divisional manager for the Pacific 
coast and the Hawaiian Islands; and Dennet With- 
ington is made president of the California Chemical 
Corp., an affiliate of the firm. 


@ Warfield Chocolate Div., The Warfield Co.: E. 
E. Ebel will represent the division in the Missouri- 
Kansas territory. 


@ Louis L. Ghiradelli: A partner and sales manager 
of D. Ghiradelli & Co. chocolate concern, Mr. Ghir- 
adelli recently died of a heart attack in his San 
Francisco home. 


@ Magnus, Mabee & Reynard, Inc.: Percy C. Ma- 


us, president of the company, was _ recently 


honored at a luncheon in celebration of his 30th 
anniversary as a trustee of the East River Savings 
Bank, New York. 


@ Refined Syrups & Sugars, Inc.: The Carter- 
Wagner Brokerage Company of St. Louis now 
represents the corporation in the sale of its pro- 
ducts in the St. Louis area. 


© B. W. Dyer & Company: Election of B. W. Dyer 
to the vice-presidency of the Cuban Chamber of 
Commerce after serving the two-year maximum as 
president is announced. 


®@ Institute of Food Technologists: Over a thous- 
and delegates from 36 states and four continents 
attended the institute’s eighth annual conference 
in Philadelphia. A variety of talks in many fields 
of food technology was heard'by food experts and 
executives of food processing firms. Helmut C. 
Diehl, director and secretary of The Refrigeration 
Research Foundation, Inc., was elected president. 
Bernard E. Proctor, director of the food technology 
laboratory at the Massachusetts Institute of Tech- 
nology, was selected as vice-president, and Carl 
R. Fellers, head of the food technology department 
at the University of Massachusetts, was reelected 
secretary-treasurer. 








© American Ass'n. of Candy Technologists: The 
initial meetings of the AACT under its first officers, 
recently elected in New York, will be held in order 
to form local groups in early September at Chicago, 
3oston, and New York. The officers are: Simon O. 
Schnitzer, president; Velt Stafford and R. G. 
Haley, vice presidents, and Hans Dresel, secretary- 
treasurer. 


@ Cocoa Prices: Late June prices on cocoa were 
around 41 cents a pound, a dime increase over 
early May prices. The total imports of cocoa so 
far this year are about 200,000 bags less than the 
same period in 1947, and late warehouse inven- 
tories show only about 45,000 bags in stock. The 
cost of cocoa is expected to go even higher towards 
the peak of 53 cents a pound reached last winter. 







Punicx FLAVORS, through o step 
by-step laboratory control system, re 
Cueateo te ‘ein their naturel erome end potency. 
the needs of the Food, Beverage |) : : 

Ph tical industries, Penick UR leboretotios will assist you le 





Flavors are finished products of unex- the solution of any Revoring probleme 
development 


reflection of many years of research 
and experimentation. 


you may heave, or in the 

of new flavors. No charge is made fer 
this service. 

Write fer evr new Flever Cotelegve. 





The World's Largest Botanical Drug House 









COATINGS 
LIQUORS 
COCOAS 


NESTLE’S 
PETER’S 
RUNKEL’S 


LAMONT, CORLISS & CO. 
60 Hudson Street, New York 13, N. Y. 
Branches in principal cities 



















“goodness”. 


Your Candy’s Goodness 


. . . is improved by pure corn starch. Con- 
fectioner’s “C” Starch provides a sensible 
and safe base for flavor and color in your 
gums and jellies. Years of P & F research 
have made this a starch that improves shelf 
life and keeping qualities—safeguards 


Member of the Association of Manufacturers 
of Confectionery & Chocolate. 


PENICK & FORD 
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-by keeping costs down 


Candy men find that fast, economical wrapping is 
the key to greater profits from pops. And, with 
“counter-competition” becoming keener every 
day, they’re aware that uniform attractiveness is a 
must for building sales volume. 

Our new LP-3 Pop Wrapper is the machine that 
meets both of these needs perfectly. Its high wrap- 
ping speed of 100 pops per minute—with only one 
operator—keeps operating costs at a minimum. 

And it assures eye-catching wraps of lasting 
neatness. The carrier chain grips the head of the 
pop firmly—literally clamps pop and wrapper to- 
gether until folding and twisting are completed. 
There’s no slipping or shifting—folds are always 
neat and tight. 

The last twist and fold are beat-sealed to make 
the wrap completely protective. Moreover, since 
this seal eliminates the need for an excessive over- 
lap, 15% to 20% less wrapping material is required. 
And that means another welcome saving for you. 

Why not get complete information on all the 
advantages offered by America’s most widely used 
pop wrapper? Or, better still— 


Send us samples of your pops 


We'll be glad to show you how the Model LP-3 
will wrap them. 





PACKAGE MACHINERY COMPANY 
Springfield 7, Massachusetts 


NEW YORK CHICAGO CLEVELAND ATLANTA DENVER 


Wraps round, rectangular, oval, 
or ball-shaped pops using either 
cellophane or waxed paper. Can 
be quickly adjusted to handle 
pops of different sizes. 


PACKAGE MACHINERY COMPANY 


Over a Quarter Billion Packages per day are wrapped on our Machines 





LOS ANGELES SAN FRANCISCO SEATTLE TORONTO 
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Packages, Display 


by PAUL H. NYSTROM 


President, Limited Price Variety Stores Ass'n, Inc. 


T= CANDY BUSINESS in this country is big business. 
It is estimated that the total production in 1947 ex- 
ceeded 2,500,000,000 pounds. Without taking into con- 
sideration the considerable exports and somewhat lesser 
imports, this amounts to a consumption of about 18 
pounds for every man, woman, and child in this country. 

Dollar sales of candy increased from about $308,000,- 
000 in 1939 to about $900,000,000 in 1947. If all goes 
well, if manufacturers, distributors, and dealers do their 
job as well as they should, candy sales should cross the 
$1,000,000,000 mark in 1948. 

The candy business is big business, but this is a big 
country. That means that there are big opportunities 
here. Population increased from 131,000,000 in 1940 
to 144,000,000 in 1947. That is an increase of 13,000,- 
000 in seven years. A large part of this population in- 
crease is made up of children born since 1940. As these 
youngsters pass through childhood, youth, and early 
adulthood, they promise an enormous increase in the de- 
mand for sweets. 

Personal incomes increased from $78,000,000,000 in 
1940 to over $190,000,000,000 in 1947. The increase in 
income in 1947 amounted to $20,000,000,000 over 1946. 

So with an increase both in population and income, 
the candy business should have increased. We should 
probably ask ourselves whether the increase in candy 
sales has been as large as it should have been. There 
are even other goods, such as soft drinks, ice cream, 
coffee and cigarettes, to mention but a few, that have en- 
joyed even larger increases, not merely in dollar sales, 
but also in units of sale. 

So, while the candy business may properly congratu- 
late itself upon its volume position, it may not be improper 
to ponder the fact that it may not have kept pace with 
other merchandise lines that are more or less competitive 
with candy. 

In appraising the present position of the candy busi- 
ness we must not lose sight of the difficulties suffered 
both in production and distribution during the war years 
from 1942 to 1946. The confectionery industry rating 
for fuel, raw materials, and labor was very low. There 
were grave shortages of sugar and other necessary in- 
gredients. The production of many varieties of candy 
stopped. What could be offered in the name of candy to 
the consuming public during 1944-45 was rather a sad 
shadow of real candy. 

So in comparing the gains shown by the candy business 
since 1940 we must remember that most of these gains 
were made after the end of the war, that is, since 1945. 
The confectionery industry has had to rebuild its working 
forces. It has had to make the best of old buildings and 
equipment that were in some instances already getting 
out of date back in the late 1930's. In the light of these 
facts, the progress of the candy business to date is really 
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Packaging Needs for Variety Stores As Discussed at NCA Convention 


in Variety Stores 


notable. Now that the industry is back in its old stride, 
if permitted to continue without unfortunate interference, 
it seems safe to say that the outlook for its future is ex- 
ceedingly promising. 

The variety trade is also a lusty giant. Its total sales in 
1939 amounted to $977,000.000. In 1947 it was esti- 
mated that the sales amounted to $1,889,000,000. That 
means that in the last eight years dollar sales have 


doubled. 


Candy sales are a highly important item in the variety 
trade. They probably amount to 614 per cent or 7 per 
cent of total variety sales. If they were 7 per cent of the 
total sales in 1947, then the total candy sales amounted 
to about $135,000,000 for the year. Candy sales in the 
variety trade back in 1939 amounted to about half of 
that, or to about $65,000,000. In other words, candy 
sales have shown about the same dollar gain as total 
variety trade sales. 1 do not know what poundage of 
candies is sold through the variety trade, but because of 
the fact that a large part of candy sales are bulk goods 
at popular prices, the amount must be very great. The 
variety trade probably sells more pounds of candy than 
any other channel of trade. Now that there are no re- 
strictions on the use of sugar, chocolate, flavoring extracts, 
and other taw materials used in candy manufacture, 
the sales should increase not merely in total volume, but 
also in relation to the total sales of variety stores. 


Probably the most important problem facing not merely 
the candy business, but all American industry, is the 
current inflation which is driving prices of raw materials, 
labor, and finished products steadily higher. Increased 
dollar sales do not necessarily mean increased poundage 
or units of sale. Many of the retail outlets that boast 
large dollar increases over prewar years are actually sell- 
ing fewer goods. The variety trade, in common with other 
branches of trade, is seriously concerned about this prob- 
lem. 

Weekly wages of retail employees have more than 
doubled since 1940. In the meantime, hours of work per 
week since 1940 have declined at least 20 per cent. As a 
consequence, labor costs per unit of sale have increased 
sharply. Unless improved methods of operation can be 
developed and applied, the ratio of labor costs to sales 
in the retail business is likely to go still higher. Ways 
and means, are now needed to increase the efficiency, 
the dollar sales volume per employee-hour. Either we 
must find ways in which each employee can sell more 
goods, or the prices of goods to consumers must go up. 

In the variety trade it has long been believed that the 
most effective way of selling candy has been by offering 
it in bulk displays and by selling directly from such dis- 
plays. There is a great degree of appeal in an_ attractive 
bulk candy dislay that is stronger than any other method 
of sale so far devised. Attractive bulk displays still con- 
tinue to be the strongest means of candy sales promotion 
that we know of. The variety trade would like to continue 
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the merchandising of bulk candies, but at the same time 
it needs to increase unit sales and so get the ratio of 
labor costs to sales down. This is a problem with which 
variety trade merchants are wrestling. They will have to 
solve it as best they may, but any help that may come 
from you who are manufacturers of candy in working 
this out will be much appreciated. 

The suggestion has frequently been made that increased 
sales per selling employee-hour may be secured by hav- 
ing the goods prepackaged for quick handling. The difh- 
culty about this is that goods when prepackaged are no 
longer bulk goods. A display of packaged goods does 
not seem to have the appeal to customers that a bulk 
display has. It is possible that some combination of bulk 
and prepackaged goods may be effected by which the 
appeal of bulk displays can be retained, while the actual 
vending can be from prepackaged goods. 

When goods are prepackaged there is the important 
question as to the quantities or weights that should be of- 
fered. When sales are made directly from bulk it is most 
convenient to weigh out pound, half-pound, or quarter- 
pound lots. Odd fractidns of a pound are impractical. It 
is the common experience of variety store merchants that 
most customers for popular priced candies, such as may 
be consumed immediately, do not want full pounds. At the 
other extreme, the costs of handling and of completing 
the transactions on quarter pounds tend to make this unit 
of sale unprofitable for the store. Under present circum- 
stances the half pound seems to be the convenient and 
desirable unit both from the standpoint of most customers 
and from the standpoint of the candy retailer. 

In the old days, when variety stores did most of their 
business at 5-, 10-, 20-, and 25-cent price points, it was 
very important to buy merchandise in units and prices 
that would sell profitably at these price points. Merchan- 
dising to price points is still important, but with the 
changes that have occurred in variety trade merchandising 
as a result of the war and the disappearance of many types 
of 5-cent and 10-cent goods, it has become possible, though 
still not fully convenient, to sell goods at almost any 
price points. If the progress towards prepackaging of 
candies continues, as seems likely, it is my opinion that 
in the long run customers will appreciate buying goods 
in usual quantities to which they have been accustomed, 
such as one pound, half pound and quarter pound lots. 


Odd Weight Candy Packages 


Much experimentation is going on at the present time 
in packaging candies as well as other goods in packs 
containing odd weights, such as 14 oz. and 614 oz. These 
experiments seem to be rather successful. Such packings 
makes it possible to sell units at special or bargain sug- 
gestion price points. There is an open question as to 
which is most important to most consumers, a special 
price point, or a customary quantity or weight. I do 
not go along with those who may think that this question 
is not important. I would go farther and venture that 
in the long run the usual quantity or weight may be more 
important than the emphasis on the price point. 

Careful study and much experimentation need to be 
carried on in retail stores to determine the types of dis- 
plays that are most effective in producing sales, the 
amounts as well as the price points at which most cus- 
tomers prefer to buy, and whether they would as soon 
buy prepackaged as goods that are weighed out for them 
in their presence. 

While on this subject of suitable quantities or weights 
for retail sales, it may also be fitting to include a sug- 
gestion on the sizes of packages or cartons for sale to 
retailers. Such cartons should be kept down to sizes and 
weights that can easily be handled by sales women. A 
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carton of, say, 25 pounds and in no case exceeding 30 
pounds, should be considered as the maximum weight. 
We may see legislation on this subject before long. There 
is one state that has a law now prohibiting employers from 
having their female employees lift more than 25 pound 
packages. 

The next point that I would like to make may seem 
almost as out of place as carrying coals to Newcastle, 
but it seems highly important and both producers and 
dealers need to keep it in mind. Candy has a very high 
food value. It is a source of quick energy. It is in every 
way healthful. However, people buy it and eat it not 
because it is nutritious and satisfies hunger, but simply 
because they like it. Its appeal is to the sense of taste 
supported by appeals to the eye and sense of touch. Its 
sales depend upon the pleasure it gives in eating, rather 
than upon the satisfaction of hunger. This means that 
candy must not merely qualify as a high grade food, 
but also as a glamorous dessert. It is important that 
candy food values be maintained and, if possible, im- 
proved, but it is even more important that nothing be 
done to detract in any way from its taste and appearance. 
No effort at cheapening the prices of candy can ever 
justify a reduction either in food quality, or in the desir- 
ability of taste, flavor, and eye appeal. 

Most of the retail merchants in the variety trade sell 
popular priced candies. But I am sure that all of them 
are as one in their desire to maintain the food quality and 
healthfulness, as well as the magic of taste of the candies 
that they sell. 


Consumer Taste Variable 


Consumer taste is highly variable. There are differ- 
ences in taste from individual to individual. There are 
differences in the taste of the same individual from time 
to time. Young people have a raging demand for sweets. 
Older people may still like sweets, but not in the same 
quantity, nor of the same high calorie content. There 
are differences in tastes due to changes in climate, in 
temperature, and in humidity. The tastes of people who 
work indoors are not likely to be quite the same as of 
those who are out of doors. There are differences in 
taste due to differences in occupation and activity. 

To take care of these differences in taste, there is the 
necessity for a line of candies. There is probably no 
one candy that could possibly appeal to everybody. On 
the other hand, there are probably 10 or 12 different 
types of candies that are relished by from two-thirds to 
three-quarters of all consumers. A part of the job of 
merchandising of candy is to make sure that the line 
offered to the consuming public includes all those items 
that most of the customers want. Another part of mer- 
chandising is making sure that capital is not uselessly 
tied up in goods that are not wanted, or for which the 
demand is so small as to make it unprofitable to carry 
them. 


In addition to these differences in taste, there are also 
differences due to changes that are constantly going on 
and that seriously affect the demand for candy as well 
as many other kinds of goods. These changes in taste 
for candy are just like the changes in fastion for mil- 
linery, for dresses, for home furnishings, for music, for 
dancing, for literature, and so on. These changes go on, 
but it isn’t always possible to explain the reasons for 
them. : 

These changes affect many people in much the same 
way and at the same time. They do not appear to be 
dependent upon individual appetites. They seem to be 
more social than individual in nature. Just as there may 
be a sweeping demand for a new type of sweater through 
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Before 
Transwrap 


Volume—8,000,000 Ibs. > 
Value—$4,000,000 


Transwrap machines are built to your 
specifications. They make the package you 
want—packages to suit your product—a 
better selling package that will step up your 
product’s sales. 

By utilizing low cost roll stock, Trans- 
wrap completely automatically forms, fills, 
seals, and delivers packages which when 
filled have a lower unit cost than empty 
ready made bags of the same material. 


TRANSPARENT-WRAP MACHINE CORP. 
Henry St. & Route |7 
Hasbrouck Heights, N. J. 


| am interested in packaging (product) 


Name 
Address 


Place 


[---—-------------- 


for July, 1948 


XA * COFFEE * CRACKERS 
(4 * TABLETS * LIQUIDS 


<225| <Volume—2,000,000 Pounds 








ab Value—$900,000 
| A 
¢' >‘ Cuts down packaging costs on: 
* CANDY * NUTS * POPCORN * TEA 
\ * PILLS * POWDERS * BERRIES AND MANY 


OTHER MISCELLA- 
NEOUS PRODUCTS 


Battery of Transwrap Machines installed in the new plant 
of “La Flor de Tibes” Cuba for the automatic packaging 
of ground coffee. 


TRANSPARENT-WRAP 
MACHINE CORPORATION 


Telephone 8-2292 
Henry Street & Route 17 Hasbrouck Heights, N. J. 
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ALWAYS 
DEPENDABLE 





a tidal demand for some new type of candy, some new 


| all of the high schools of the country, there is likely to be 
| bar, some novel form of packaging or what not. 


These fashion changes account for the rise in popularity 
| of candy novelties. They also account for the decline 
and disappearance in demand of other types of candies, 
Every alert dealer in candies must not merely carry the 
more staple type of goods, but must be quick to sense the 
changing tides of candy fashions, get rid of those items 
in declining demand and be prompt to add the goods 








Ju 
that are rising in demand. 
Candy novelties come and go. Most retailers must, A 
because of the necessities of space and the amount of 
capital that can profitably be invested, restrict the number a 
of items that they can carry. It is just as much of a 


merchandising mistake to carry too many items as it is 
to carry too few. It is highly important to have the ° 
novelties whose demands are rising. It is equally im- 
portant to close out those items that have run their course. 
It must also be remembered that now and then some 
novelty of outstanding quality and appeal becomes a 
standard, or staple, item to be carried continuously f 








WRAPPING 


MACHINES 


The satisfaction of KNOWING 
that their woopgies machines 


will give EFFICIENT, UNIN- 
TERRUPTED SERVICE AT ALL 
TIMES is just one reason why 


dable and economical. The 
ENIOR MODEL wraps 160 
pieces per minute; new HIGH 
SPEED SPECIAL MODEL wraps 
325 to 425 pieces per minute. 





candy manufacturers the world 


over prefer IDEAL Equipment. Both machines are bui!t for the 


These machines, suitable for most exacting requirements 
both large and smal! manufac- and carry our unqualified 
turers, are fast, always de- quarantee. 


Write For Complete Specifications and Prices 


IDEAL WRAPPING MACHINE CO. 
MIDDLETOWN, N. Y.- - - U. S. A. 


Plan a 
Transparent 
Plastic 
Package 

for Christmas 
Selling— 


Candy and nuts sell 
better when gift 
boxed the TRANSPARENT way! Send for new Xmas design 
samples. 


WEINMAN BROTHERS, INC. 


325 N. Wells St. Chicago 10, Ill. 























Use PROTEK-SORB* Silica Gel to 
keep Hard Candies and Bon Bons 
from becoming sticky 


Placed in each box, this 5 gram, flat, sealed 
pack of PROTEK-SORB* Silica Gel reduces 
moisture damage and stickiness for normal 
shelf-life. Keeps interior of package rela- 
tively free of moisture. PROTEK-SORB* 
imparts no odor or taste. Non-toxic. Used 
by leading candy manufacturers—low cost 
—reduces dealer rejects. Write for full 
information and test samples. 


THE DAVISON PPaicat CORPORATION 


Figen th matty SAS) 


*REG. U. 8. 


PAT. OFF. BALTIMORE 3, MD 
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thereafter. The candy business has much in common 
with the millinery or costume jewelry business in its 
relation to consumer demand. 

Consumer demand for candy is very complex. Both 
retailers and manufacturers need to observe and to study 
it with care. It would be helpful if such study could be 
carried on scientifically and if its results could be made 
widely available to the benefit of all in the business of 
making and selling candy. Such scientific study could 
be directed to determine the relative importance of each 
of the many reasons why people buy candy; what factors 
in display, sales, and service under the varying condi- 
tions are important to the sale of candies; what quantities 
of candies are desired per purchase; what types of pack- 
aging are most satisfactory; and what the lines are along 
which candy promotion can most effectively be pushed 
to the end that candy sales can be increased. 

Although the variety trade, in company with other 
distributing outlets for candy, is enormously interested 
in the improvement of candy production and merchandis- 
ing, the responsibility for exercising the initiative must, 
I assume, rest upon manufacturers to whom the candy 
business is the sole or at least the most important busi- 
ness. We look to you for new ideas in merchandising as 
well as in product. 

Your future, it seems to me, is largely dependent upon 
your continuing efforts to maintain and to improve the 
quality of your product and at the same time to find 
ways of relative cost reductions. The present trend of 
rising prices is as dangerous as it can be. Every increase 
in costs—whether of wages or of raw materials—that is 
not accompanied by at least an equivalent increase in 
productivity is simply another step towards danger. This 
inflation has already gone farther than is safe. There is 
real danger that this inflation will get beyond control. 
The remedy rests with business itself rather than in 
legislation and regulation. The remedy is to determine 
what it is that consumers want, to concentrate on ex- 
cellence of product, to extend sales efforts agressively so 
as to insure the maintenance of consumer demand, and, 
most important of all, to hold the line against further 
increases in the costs of production unless every such 
increase is accompanied by equal or more than equal 
increases in productivity. We must all get our backs up 
against further price increases until the productive efh- 
ciency of this country has again caught up, overtaken, 
and outrun the present trends towards inflation. 
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July 6-10—International Store Modernization Show, Grand Central 
Palace, New York. 


Aug. 2-5—National Ass’n of Variety Stores Merchandise Fair, Stevens 
Hotel, Chicago. 


Aug. 10-13—Western Packaging Exposition, Civic Auditorium, San 
Francisco. 


Sept. 11-19—Minneapolis National Food Show, Auditorium, Minneapolis. 


Sept. 27-Oct. 1—National Plastics Exposition, Grand Central Palace, 
New York. 


Sept. 29-Oct. 1—Direct Mail Advertising Ass’n, Benjamin Franklin 
Hotel, Philadelphia. 


Oct. 12-16—National Chemical Exposition and National Industrial 
Chemical Conference, Coliseum, Chicago. 


Dec. 2-4—Western Confectionery Salesmen’s Ass'n 34th Amnual Con- 
vention, Congress Hotel, Chicago. 


Dec. 12-15—National Automatic Merchandising Ass’n, Palmer House, 
Chicago. 


Mar. 20—-National Food Brokers Ass'n, Chicago. 


May 29-June 3—United States Wholesale Grocer’s Ass'n, Inc., Municipal 
Auditorium, St. Louis. 





@ Hudson County, N. J.’s Sweetest Day: Hudson 
County’s Sweetest Day program is underway fol- 
lowing several meetings of candy, flower, gift, and 
department store representatives. Robert M. 
Cooper, executive director of the New York 
Sweetest Day committee, and Morton Singer, Jer- 
sey City candy distributor, addressed the meet- 
ings. 

@ QM Food and Container Institute: Major Har- 
old D. Hamilton, Appleton, Wis., is assigned to 
the Rations Planning Office as economic analyst. 
Major Hamilton will provide advice regarding re- 
sources for materials, military requirements, trends 
in production, and the availability of materials re- 
quired in feeding programs of the armed forces. 
Particular emphasis will be placed on scarce mate- 
rials or those which may become critical items in 
times of emergency. 

@ N. V. Chemische Fabriek “Naarden”: Dr. W. 
A. van Dorp, managing-director of the Dutch firm, 
celebrated his 40th anniversary with the flavoring 
company the first of this month. 


@ U. S. Department of Agriculture: The bureau 
estimates a 10 per cent increase in the world’s 


1947-48 sugar production over last season’s. Major | 


increases in many countries more than offset the 
decreased cane and beet crops of Europe to bring 
an expected 34,147,000 short tons. 


® U. S. National Committee for Uniform Methods 
of Sugar Analysis: In order to affiliate with the 
International Sugar Analysis commission, the nu- 
cleus of an American committee was recently 
formed at a meeting in Chicago, and a constitution 
and by-laws adopted. The officers elected are: 
Chairman, F. W. Zerban, The New York Sugar 
Trade Laboratory; vice-chairman, V. Johnson, 
American Sugar Refining Company; and secretary- 
treasurer, C. F. Snyder, National Bureau of Stand- 
ards. 
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@ Simplex Wrapping Machine Co., Ookland, Calif. (Far West) 


Ill, (South & Midwest) 


Co., Chi 


is i 





Represented by: Miller Wrapping & Sealing M 


ALL THE FEATURES YOU WANT 


AMSCO 

HI-SPEED 

{ AUTOMATIC 
ROTARY BAG 
SEALER 

MODEL DC 


AMSCO 

HI-SPEED 

? AUTOMATIC 
ROTARY BAG 
SEALER 

MODEL $ 








Write today for 
illustrated brochure. 


FOR BETTER BAG SEALING 


3 MODELS (OF MANY) 
TO FIT YOUR EXACT 
REQUIREMENTS 

















You find every packaging feature that 
“pays off for you in increased pro- 
duction at lowest cost in Amsco bag 
sealing machines. Maintain a fast, 
steady flow of sealed bags with no 
handling—bags automatically carried 
through folding. and ling operati 

No other machines offer so much for 
so little! 
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POSITIONS WANTED 


HELP WANTED (Contd.) 


MACHINERY WANTED | 





Candy Maker wants position in a_ high- 

class retail shop making quality goods. 
Full and varied experience. Box A-7819, 
The Manufacturing Confectioner. 





First-class expert (German) of the chocolate 

industry, with many years experience as 
factory manager in well-known German 
firm and as expert in several leading British 
and Colonial firms, seeks similar position. 
Excellent references. Box B-682, The Manu- 
facturing Confectioner. 





Candy plant executive available. Take 

complete charge factory producing high 
grade chocolates. Thorough knowledge all 
production departments. Adept in the 
design of specialty pieces and packaging, 
diversified experience in purchasing, sales, 
training and supervising of employees. Ex- 
perienced in wholesale and retail sales. 
Interested only in connection with pro- 
gressive firm willing to compensate lib- 
erally for excellent producer. Young, 
married with children. Excellent references. 
Write Box B-683, The Manufacturing Con- 
fectioner. , 





Manager (Open July 1) capable of handling 

the sales manager and superintendent 
positions. Thirty years experience filling 
every position. Fully understand every 
phase of candy manufacturing, selling, and 
credits. Can furnish excellent references. 
All correspondence sstrictly confidential. 
Box TF-681, The Manufacturing Confectioner. 





Can revamp any candy factory (large or 

small). Advice on purchasing and in- 
stalling proper modern machinery and 
refrigeration. Instruct your employees how 
to operate and teach them how to make 
any popular candy. Design wrappers and 
fancy packages for high grade chocolates, 
penny, bulk, or bar goods. Install cost 
system. Good references. Personal con- 
ference requested for temporary or perma- 
nent connection. L. G. Burns, R.D. No. 4, 
Lancaster, Penna. 





HELP WANTED 


Candy Maker: Experienced all-around 

candy maker by Texas manufacturer 
of fine candies; someone who has super- 
visory ability particularly desirable. Good 
salary, wonderful opportunity. State age, 
where now and previously employed, 
present salary, size of family. Box A-781, 
The Manufacturing Confectioner. 


CANDY MAKER! | would like to contact 

candy maker interested in establishing 
retail-wholesale candy store on partner- 
ship basis in Northern Wisconsin. Box 
A-784, The Manufacturing Confectioner. 





TO A CANDY MAKER WHO WANTS TO 

BE INDEPENDENT: Louisiana business 
men offer opportunity to install and man- 
age retail candy factory and store. If you 
have the character, business ability, and 
the ambition necessary—and if you can 
produce a really outstanding line of candy 
and ice cream suitable for Southern trade, 
write fully your experience and ideas to 
P. O. Box 1766, Baton Rouge, La. 











SUPERINTENDENT FOR HARD CANDY 

PLANT. LEADING CHICAGO FACTORY 
HAS EXCEPTIONAL OPENING FOR RIGHT 
MAN. WRITE GIVING EXPERIENCE AND 
WORK HiSTORY. BOX A-7816, THE MAN- 
UFACTURING CONFECTIONER. 





SUPERINTENDENT WANTED: Fondant, nut 

& fruit box goods. Long years experience 
mass production and supervising about 
100 employees. Complete charge second 
shift 4 p. m. to 12:00 Midnight, including 
five 32" enrobers, fondant dept., 10 pack- 
ing machines, etc. Plant in New York 
City. Write confidentially past experience, 
age, salary, details. Box B-782, The Manu- 
facturing Confectioner. 


ENROBER FOREMAN TO TAKE CARE OF 

FOUR 32" GREER ENROBERS, TEMPER- 
ING CHOCOLATE, ETC, ONLY VERY EX- 
PERIENCED MAN WANTED. GOOD PAY, 
STEADY JOB. FACTORY NEW YORY CITY. 
BOX B-783, THE MANUFACTURING CON. 
FECTIONER. 











| SALES HELP WANTED 





Superintendent wanted for candy plant, 

New England. Must have thorough 
knowledge of candy making, salary open. 
State age, experience, salary, when avail- 
able. Box C-581, The Manufacturing Con- 
fectioner. 





Candy Maker. Experienced all-around 
candy maker under 45 years of age by 
large midwestern candy manufacturer. 
Prefer someone with supervisory ability. 
State age, experience, and salary expected. 
B-681, The Manufacturing Confectioner. 





Candy Maker for retail confectionery. 
Age 45. State qualifications and refer- 
ences. Candyland, Nashville, Tenn. 
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Sales Representative. experienced, to con- 

tact candy & baking trade, retail and 
wholesale, also dept. stores’ retail and 
supply depts., greeting card & gift shops 
for well-established Easten mfgr. of gift 
bows, ribbons, ribbon hanks, hollies & 
novelties, on commission basis; for various 
sections. Box A-783, The Manufacturing 
Confectioner. 





Salesmen: Well-known, long-established 

company expanding. Several territories 
open. Sell a fine line of packaged goods 
and specialties to chain, drug, dept. stores, 
and quality retailers. Good commissions. 
Please be specific on territory covered and 
past experience. Box A-789, The Manufac- 
turing Confectioner. 


Wanted: Gas fire Simplex cookers in good 


condition with stove, pump, blower, and 
all appurtenances. Write serial number, 
type of gas burner, type of pump and 
price. Box A-7817, The Manufacturing Con- 
fectioner. 


Wanted: COMPLETE HOLLOW MOULD 

UNIT, CONSISTING OF FILLING AND 
TUMBLING MACHINES. WILL PURCHASE 
UNIT SEPARATELY OR WITH MOULDS. 
Box C-683, The Manufacturing Confectioner. 











WANTED 


YOUR IDLE MACHINERY 


WILL BUY FROM SINGLE ITEMS 
TO COMPLETE PLANTS 


URGENTLY WANTED: Copper Coating 
Pans and Vacuum Pans; Tablet Machines; 
Dryers and Mixers; Jacketed Cop and 
Aluminum Kettles. Describe fully and 
quote prices. 


7 





PRODUCTS COMPANY, Inc. 
NEW YORK 7, N. Y. 


15-21 PARK ROW 











Wanted 1 32’ ENROBER WITH FEED 

TABLE, BOTTOMER, AND REFRIGER- 
ATED COLD SLAB, COOLING TUNNEL, 
WITH OR WITHOUT PACKING TABLE. 
Box C-682, The Manufacturing Confectioner. 








MACHINERY FOR SALE 








For Sale: Cold slabs: three 4’ x 4’, one 3’x 

8’. One Corley automatic sandwich 
wrapper, new condition. One Corley-Keller 
automatic peanut butter sandwich maker, 
new condition. One Marco 500 G.P.H. 10 
HP, flow-master homogenizer, new condi- 
tion. One Werner fondant beater, one Sav- 
age fondant vacuum cooker. Box A-7814, 





The Manufacturing Confectioner. 
For Sale: Arnold Blau nut bar machine 

Model 1270A with water cooling system. 
Steel slab 35 inches wide (frame 1" wide 
each side) by 126 inches long. Machine not 
only rolls batch but also cuts same with 
circular knives. Machine purchased new 
late last year. Used only a short time. Is in 
good condition. Cost $2800.00. Will sell at 
a reasonable price. Address reply: Box 
529, Suffolk, Va. 


For Sale: One Model "E” Krimpac wrap- 

ping machine. Thoroughly _recondi- 
tiorled, priced right. MASSEY’S CANDIES, 
LOUISVILLE, KY. 








For Sale: New Model K wrapping ma- 

chines. In original shipping crates. Im- 
mediate shipment. Less than factory price. 
Box C-781, The Manufacturing Confectioner. 


THE MANUFACTURING CONFECTIONER 
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IMMEDIATE 
DELIVERY 


In Time for Your Fall Production 
Every type and size of Candy Making Ma- 


chinery for your immediate requirements 


UNION 


Rebuilt 
a: hc cmna 
Established 1912 et, 





Here’s a Partial List of Important Available Items 


I—National Fully Automatic Wood Mogul, Type AD. 


I—24" National Equipment Enrober, automatic Temperature Control, automatic 
Feeder, Bottoming Attachment with water-cooled Table, Decorator and long 
cooling Conveyor with Packing Table. 


2—Wolf 62" Chocolate Peanut Coaters with wizard Feeder and Cooling Tunnel. 
6—Chocolate Melting Kettles, 1000 Ib. and 2000 Ib. capacity. 
i—Complete Lozenge Outfit. 


I—Double Huhn Starch Cooler and Dryer complete with Allis Chalmers Cleaner 
(also single Huhn available). 


2—Hildreth Form 6 Double Arm Pulling Machines, motor driven. 
I—National Continuous Cocker, complete with Pump and Kettles. 


I—Gaebel Plastic Hard Candy Machine with excellent assortment dies, automatic 
Batch Roller, Cooling Conveyor. 


5—Savage double action patent Tilting Mixers. 





Above offers available for 
IMMEDIATE DELIVERY 


Consult us for all your machine needs. 
We have a compiete line of used and 
reconditioned equipment of all kinds. 
. 
Priced to Move Fast 
Write or Wire Collect—Today! 


UNION 




















National Equipment Automatic Wood Mogul 


SPECIAL 
OFFERINGS 





National Equipment 24'' Enrober, Automatic 

Feeder, Temperature Control, Bottomer, 

Decorator and Cooling Conveyor. {Also 32°’ 
Enrober Unit) 








1 le, r ae Cree ttn cate 





CONFECTIONERY MACHINERY CO.INC, 


318-322 LAFAYETTE STREET 
NEW YORK 1),N.Y. 


for July, 1948 
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MACHINERY FOR SALE (Contd.) 





BUSINESS FOR SALE (Contd.) 








SALES LINES WANTED (Contd. | 





For Sale: | large used Savage, single- 

action, marshmallow beater; 1 large 
used, double-action Werner marshmallow 
beater. Box A-7812, The Manufacturing 
Confectioner. 





For Sale: 2 YORK compressors, 2 tons 
each, in good working condition. MAR- 
LON, 321 W. 54th St., N.Y.C. 





For Sale: Turn-table, 90-degree angle, 
Greer, 32 inches, practically new. 
MARLON, 321 W. 54th St., N.Y.C. 





For Sale: | No. 10 Mitts and Merrill paper 

shredder, like new, equipped with G. 
E. 3/4 HP motor, 1725 RPM, 110/220 
volts, price $300.00. Wayne Candies, Inc., 
Fort Wayne 1, Ind. 








For Sale: 1/80 quart Hobart mixer, com- 

plete with interchangeable ring and 
36 quart bowl. Good condition, $250.00. 
Mill's Monitor No. 1 nougat cutter, motor 
driven, $180.00. Box A-7818, The Manu- 
facturing Confectioner. 





For Sale: 4-foot Melangeur with motor; 

Kent roller mill, 7-24", 5 HP motor; 
three-roll refiner with granite rolls, 7¥2 
HP motor. All in perfect condition. DIRECT 
DRIVE. Box A-7815, The Manufacturing 
Confectioner. 





For Quick Sale: I Lynch Wrap-O-Matic. 
Present wrap size 242" x 2¥a""—can be 
converted. Heat units specially designed— 
will seal anything including pliofilm. Used 
less than 100 hours. Bargain. Mallet and 
Company, 1200 Sheffield St., Pittsburgh 12, 
Pa, CEdar 2314, 
For Sale: One 2 ft. F. & B. cream beater, 
perfect condition! $250.00. Two 100 lb. 
National chocolate melters, motor driven, 
$300.00 for the two. Box A-7810, The 
Manufacturing Confectioner. 








BUSINESS FOR SALE 








Wholesale Candy Factory in Northern 

California doing $75,000 gross sales 
yearly Pan department and hard candy 
department. This business has been es- 
tablished for 10 years. Owner must sell 
due to illness. For details or inquiries 
write to Box A-782, The Manufacturing Con- 
fectioner. 


Manufacturing Retail and wholesale con- 

fectionery and fountain lunch. Easy 
terms to right man. Box 444, Banning, 
Calif. 





For Sale: Retail mig. candy business, es- 

tablished 14 yrs., owner retiring. Low 
rent with living quarters. Gocd chance 
for man and wife, provided man is candy 
maker. Box A-7811,. The Manufacturing 
Confectioner. 
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For Sale: A modern, complete candy man- 
ufacturing plant located in Central Texas 
and equipped to make bar, package and 
bulk goods. Starch mogul, 16” National 
enrober complete, two DF-l’s Package 
Machinery bar wrappers and many other 
good pieces of equipment. This business 
has been established for 20 years with 
known line and our reason for selling is 
that we have other business interests. Box 
C-582, The Manufacturing Confectioner. 





Candy Factory in large Southern city; 
* modern building, good lease, now in 
operation. Can be bought for price of 
machinery and inventory. Cash required: 
$15,000.00. Box A-788, The Manufacturing 
Confectioner. 





SALES LINES WANTED 





LINES WANTED, NEW YORK & EXPORT. 

N. Y. Manufacturers’ Representative 
wants additional lines. Bulk, 4, 8, 16 oz. 
Packages and/or bar goods. Submit 
samples, Full details, net, gross, and 
legal weignt, also cube. Circulars ap- 
preciated. Distressed offerings wanted. 
SALES INTERNATIONAL, 320 Broadway, 
New York 7, N. Y. Digby 93-2920. 





Wanted: Candy and allied lines on brok- 
erage or commission basis for whole- 
sale jobbing and chain trade in New 
York & New Jersey. Box A-787, The 
Manufacturing Confectioner. 





Wanted: Candy and allied lines on broker- 

age basis for wholesale jobbing and 
chain trade in Virginia and the Carolinas. 
Box TF-482, The Manufacturing Confec- 
tioner. 





Wanted: Candy and allied lines. We have 

20 years sales experience in same ter- 
ritory of Florida, Georgia and Alabama. 
3 salesmen. Hubert Brokerage Company, 
210211 Chandler Bldg., Atlanta, Georgia. 





Former Sales Manager entering brokerage 

field. Desires one or two lines. Complete 
and comprehensive coverage of jobbers 
and chains in Metropolitan New York and 
New Jersey. Box C-681, The Manufacturing 
Confectioner. 





WANTED: ALL TYPES OF CLOSE-OUT 
CANDY & CHOCOLATE GOODS. GOOD 
OR POOR CONDITION. MUST BE PRICED 
REAL LOW. WRITE BOX A-786, THE 
MANUFACTURING CONFECTIONER. 





Newly-formed Sales Agency contacting 

confectionery, bakery, and beverage 
manufacturers. Will consider exclusive 
representation in Chicago area. Our per- 
sonnel has years of technical and practi- 
cal experience in the food industries. Box 
A-7820, The Manufacturing Confectioner. 





Wanted: Line of flavoring and extracts for 

bakeries and ice cream manufacturers. 
Box TF-481, The Manufacturing Confec- 
tioner. 





| OPPORTUNITY FOR SALE | 





What have you to offer? You can move it 
faster in these columns. Rates are only 
35 cents per line, 70 cents for bold face. 





| MISCELLANEOUS 





For Sale: 2,300 transparent plastic boxes, 

6” by 1”, round; cardboard bottom, 
small print on top; 5 cents apiece, FOB 
Chicago. Box A-7813, The Manufacturing 
Confectioner. 





We purchase for cash: Discontinued and 

surplus candies. No quantities too large 
or small. Trading Post Sales Co., 1059 E. 
14th St., Brooklyn 3, N. Y. 





USED STARCH 
Also Sweepings 
BOUGHT 


LOUIS ROSENBERG 
444 Fairmount Ave., Philadelphia 23, Pa. 











Used Friend Hand Roll machines bought 

and sold. The McNulty Engineering 
Company, 200 Old Colony Avenue, So. 
Boston 27, Mass. 


ELECTRIC SCREENS kill flies, mcsquitos, 

moths, etc. Cheapest and best control 
of disease carriers. Send for complete in- 
iormation. INTERNATIONAL ELECTRIC 
CO., Dept 878, 1834 W. North Ave., Chi- 
cago 22, Ill. 


WE BUY & SELL 


ODD LOTS + OVER RUNS + SURPLUS 














SHEETS*-ROLLS-SHREDDINGS 
Collephene relic ia cutter boxes 106 fi. or mere 
ALSO MADE OF OTHER CELLULOSE FILM 


Wex - Glassine Begs, Sheets & Rolls 


Tying Ribbens-All Scotch Tape 
Colors & Widths Clear & Colors 


Diamond “Cellophane” Products 
Harry L. Diamond Robert L Brows 


“At Your Service” 
74 E. 28th St.. Chicago 16, Mlinois 











THE MANUFACTURING CONFECTIONER 
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April Sales Drop 2% 








F OR THE FIRST TIME SINCE June, 1946, dollar sales for 
a month failed to gain over the corresponding month 
of the preceding year, as figures released by Director 
J. C. Capt of the Bureau of Census, Dept. of Commerce, 
show a 2 per cent decrease in April from the same 
month in 1947. Dollar sales of manufacturing-retailers 
and of manufacturing-wholesalers decreased 44 and 12 per 
cent, respectively, in April, while chocolate manufacturers 
rose 68 per cent. April sales dropped 17 per cent from 
March: Manufacturing-retailers were 50 per cent lower, 
manufacturing-wholesalers, 21 per cent lower, and 
chocolate-manufacturers, 5 per cent higher. Data are 
based on confidential reports of 325 candy manufacturers 
throughout the country. Combined sales of the manufac- 
turers were 8 per cent above the first four months of 
last year during the first third of 1948. The total sales 
for the reporting firms equals $275,723,000 for the four 
months period, $62,340,000 of it in April. 

Poundage sales in April reported by 123 manufacturers 
were 2 per cent under April, 1947, and their dollar sales 
increased 1] per cent. Sales in pounds were 3 per cent 





higher than a year ago during the total four months 
period, while dollar volume went up 17 per cent. Value 
of the 497,289,000 pounds during the first third of 1948 
for these firms is reported at 193,540,000. The April, 
1948, production is listed at 117,151,000 pounds with a 
value of $45,579,000. Average value per pound in April 
of various types of goods: Package, 49.1 cents; bar, 42.2 
cents; bulk, 33.2 cents; general line, 28.9 cents; and 
unclassified, 24.4 cents. For April, 1947, the value per 
pound was: Package, 49.7 cents; bar, 35.2 cents; bulk, 
25.4 cents; general line, 33.5 cents; and unclassified, 26.4 
cents. 





@ Magnus, Mabee & Reynard: Henry J. Becker 
is starting his 3lst year as sales representative for 
the firm. Dean of the company’s salesmen, he 
covers Indiana, southern Illinois, western Kentucky, 
and southern Ohio. 


@ Pig’n Whistle Corp.: Election of Theodore Roth- 
man as executive vice-president and general man- 
ager of its chain of restaurants, confectionery 
stores, and manufacturing units in California is 
announced. 











New England States Middle Atlantic States (Contd.) 


South Atlantic States (Contd.) East No.Central States (Contd.) 








JESSE C. LESSE CO. 
Confectionery 
Office and Sales Room 
161 Massachusetts Ave. 
BOSTON 15, MASS. 
Territory: New England 


DAVID F. LOONEY 
Confectionery Broker 
“A Good Candy Man” 
P.O. Drawer 138 
SOMERVILLE 43, MASS. 








Middle Atlantic States 





Ss. P. ANTHONY 
Manufacturer’s Representatives 
P. O. Box 1355—Phone 2-8469 

READING, PENNSYLVANIA 
Terr.: Pa., — Washington, 





MARTIN '. BERMAN CO. 
292 Fifth Avenue 
YORK 1, N. Y. 
LOngacre 4-2633-4 
Greater New York Area 
Including Department Stores, 
Chains, Buying Offices 


FACTORY SALES COMPANY 
Broad Street Bank eeeene 





Specialists in Specialties 
Terr.: N. T., N. Y., Pa., Dela., Md., 
& Washington, D. C. 


HERBERT W. SMITH 
109-17 110th St.—vVirainia 3-8847 
OZONE PARK 16, NEW YORK 
Terr.: New York State 


IRVING S. ZAMORE 
2608 Belmar Place 
SWISSVALE, PITTSBURGH 18, 
28 Years Experience 
Territory: Pa. & W. Va. 





PA. 





South Atlantic States 


HUBERT BROKERAGE CO. 
Candy and Allied Lines 
3 Salesmen 
Offices & Display Rooms 
210-211 Chandler Bldg. 
ATLANTA, GEORGIA 
Florida, Georgia and Ala- 
bama for 20 years 


Terr.: 


JOHNSON & SAWYERS 
335 Burgess Building 
JACKSONVILLE 2. FLORIDA 
Confections & Allied Lines 
Terr.: Ga., Fla., & Ala. 








BUSKELL BROKERAGE CO. 
1135 East Front Street 
RICHLANDS, VA. 

Contact Wholesale Groceries, Candy 
Jobbers and National Chains 
Terr.: Va., W. Va., Eastern Tenn., 
and Eastern Kentucky 





W. H. CARMAN 
Manufacturers’ Representatives 
3508 Copley Road 
BALTIMORE 15, MARYLAND 
Terr.: Maryland; Wash., D. C. 


JIM CHAMBERS 
Candy Broker 











GREENBERG BROS. 
389 East 2nd St. 
BROOKLYN 18, NEW YORK 
Covering Jobbers, 
Dept 
100 mile radius. 


Syndicate and | 
Stores in New York City 6 | 





SAMUEL OPLER 


Cocoa and Chocolate 


30 Church St—Phone Rector 2-5353 | Terr-: Va., W. Va., No. & So. Caro. 
x ais 


NEW YORK 7, NEW YOR 





FRANKLIN RAY 
100 Hilltop Road, Chestnut Hill 


PHILADELPHIA 18, PENNSYLVANIA 
Terr.: Pennsylvania and W. Virginia | 
Active coverage every six weeks | 


for July, 1948 


17 Edgewood Avenue, S. E. 
ATLANTA 3, GEORGIA 
Terr.: Ga., Ala., and Fla. 





WM. E. HARRELSON 
| Manufacturers’ Representative 
| 5308 Tuckahoe Ave.—Phone 44280 
| RICHMOND 21, VIRGINIA 
Terr.: W. Va., Va., N. & S. Caro. 





A. CARY MEARS 
Candy and Specialty Items 
P. O. Box 2476 
GREENSBORO, NORTH CAROLINA 





ROY E. RANDALL 
Menufac‘urers’ Representative 
P. O. Box 605—Phone 7590 
COLUMBIA, SO. CAROLINA 
Terr.: N. & S. Carolina. 
Over 25 years in area 





| 
| 
| 


SOX & ROBB 


Manufacturers’ Representative 
Bo 


x 605 
COLUMBIA, S&S. C. 
Terr.: So. & No. Carolina 
Over 16 years 





H. H. SMITH 
Box No. 1202 
HUNTINGTON 14, WEST VA. 
Candy, Marbles, School Tablets, 
Wax Papers, Stationery, Napkins 
Terr.: W. Va. & Eastern Ky. 





W. M. (BILL) WALLACE 
W. A. (BILL) HANDLEY 
Candy and Specialty Items 
P. O. Box 471—111 Rutland Bldg. 
DECATUR, GEORGIA 
Terr.: Ga. & Fla. 
Thorough Coverage 





East No. Central States 





EDWARD A. D. (Candy) BARZ 

P. O. Box 395—LA PORTE, IND. 

P. O. Box 512—OAK LAWN, ILL. 

Covering IIl., Ind., Mich., Ohio, Ky., 
and W. Va. 





H. K. BEALL & CO. 
CHICAGO 6, ILLINOIS 
308 W. Washington St. 
Phones RANdolph 1618-1628 
Territory: Illinois, Indiana, 
isconsin 
25 years in the Candy Business 





COLEMAN-SMITH BROKERAGE 
COMPANY 


Formerly P. L, South Company 
Confectionery Brokers 
“We Plan Our Work To 
Work Our Plan” 
Complete Wholesale and Retail 
Coverage for the State of Indiana 
702 Odd Fellow Bldg. 
Phone Franklin 8492 


INDIANAPOLIS 4, INDIANA 


CHARLES R. COX COMPANY 
1428 Erie Boulevard 
SANDUSKY, OHIO 

Territory: Ohio, Michigan, and 

Indiana 


ROGER ETTLINGER 
Phone UNiversity 2-6737 
18300 Pennington Avenue 
DETROIT 21, MICHIGAN 
Terr.: Entire state of Michigan 
M. H. GALFIELD COMPANY 
225 E. Detroit St. 
MILWAUKEE 2, WISCONSIN 
Terr.: Wis., upper Mich. & N. II. 
(Only reliable accounts solicited) 


WALTER M. GREESON CO. 
101 Smith Street 
FLINT 3, MICHIGAN 
"We Are At Your Service Always 
—And All Ways” 
Terr.: Michigan. Estab. Since 1932 


BERNARD B. HIRSCH 
229 Wisconsin Ave. 


229 E. 
MILWAUKEE 2, WISCONSIN 

















Terr.: Wis., Ia., Ill. (excluding Chi- 
cago) Mich. (Upper Penn.) 
JERRY HIRSCH 


Candy & Specialty Items 
823 N. Lamon Avenue 
CHICAGO 51, ILLINOIS 
Terr.: Wis., Iowa; Mich. 





DONALD A. IKELER 
2029 E. Main Street 
KALAMAZOO, MICH. 
Territory: Michigan 
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EastNo.Central States{Contd.) | East So.Central States{Contd.) 


Mountain States 


Pacific States (Contd.) 





HARRY KISSINGER FELIX D. BRIGHT 
Candy—Novelties—Specialties Candy Specialties 
3846 McCormick Ave. P. O. Rox 177—Phone 8-4097 
Phone Brookfield 9691 } NASHVILLE 2, TENNESSEE 
HOLLYWOOD, ILLINOIS | Terr.: Kentucky, Tennessee, Ala- 
Terr.: Ohio, Mich., & Ind. bama, Mississippi, Louisiana 
G. W. McDERMOTT } 
100 North Raymond St.—Phone 382 | J. L. FARRINGER 
MARINETTE, WISCONSIN | 1900 Cedar Lane, Phone 8-8470 
Terr.: Wisc. & Upper Mich.—covered NASHVILLE 2, TENNESSEE 
every five weeks. | Established 1924 
Ky., & W. Va. 











| Terr.: Tenn., 


WM. C, MITHOFFER 





6210 Tyne Avenue | 
CINCINNATI 13, OHIO 
We specialize in cigars, candies, 


West No. Central States 





specialties and novelties 
OWEN BROKERAGE Co. | 
Non-competitive lines only 
814 No. Church St.—Phone 355W 
RICHLAND CENTER, WISC. 
Terr.: Wisconsin & Upper Penn. 
of Mich. 


JACK WILSON PEIFFER 
eee 5 A Representative 
4 W. Burton Place 
CHICAGO 10, ILL. 


ARTHUR H. SCHMIDT CO. 
815 Erieside Ave. 
CLEVELAND 14, OHIO 


GEORGE BRYAN 


BROKERAGE CoO. 

410 Walnut Bldg. 
DES MOINES 3, IOWA 
| Consistent and thorough coverage 
| of wholesale candy and tobacco, 
wholesale grocery, chain store 
trade in central, eastern Iowa 











ELMER J. EDWARDS 
Candy Broker 
3933 Elliott Ave., So. 
Phone Colfax 9452 
- MINNEAPOLIS 7, MINN. 
, | Terr.: Minn., N. & S. Dak.—Special 
Ohio. Member Nat'l. Conf. | edtendian given to Twin City trade 
Salesmen Ass’‘n. 
Buckeye Candy Club | 


—- | 


SOMMER & WALLER 
Manufacturers’ Representative 
8336 Marylond Ave.—Vin. 7174 

CHICAGO 19, ILLINOIS 





Terr.: 








GRIFFITHS SALES COMPANY 
707 Clark Ave.—Phone GA. 4979 
SAINT LOUIS 2, MISSOURI 
We specialize in candy and 
novelties. 











as = Area for 25 youve Terr.: Mo., Ill., and Kan. 
WARREN A. STOWELL 
& ASSOCIATE LEON K. HERZ 


1290 Grand Ave., Emerson 7309 
ST. PAUL 5, MINN. 
Western Wis., Minnesota, 
and South Dakota 


Phone TRlangle 1265 
7943 So. os . 
CHICAGO 20, ILL'NOIS OTF: 


AY 
Cy North 


Marshfield "“Rve. 


err.: Chi >ago 








C. H. THOMPSON HUTCHINS hy ay co. 

1421 § > St. 218 d Ave 
GRAND “RAPIDS 6, MICHIGAN MINNEAPOLIS 1, MINNESOTA 
: Michigan only Terr.: Minneapolis and Adj. Terr. 











WAHL BROKERAGE 

Representative N. VAN BRAMER SALES CO. 
3813 N. “Cramer St. 3844 Huntington Ave 

MILWAUKEE 11, WISCONSIN MINNEAPOLIS 16, MINNESOTA 





Terr.: Mich., Ind., Ill., Wis., part of | Territory: Minn., N. Dak., S. Dak 
lowa and Minn. Ia., Neb. 
one Coverage every six weeks 
WALTERS & COMPANY | Resident Salesman in Omaha, Neb. 


Complete Brokerage Service 
2407 N. Meridian Street 
INDIANAPOLIS 4, INDIANA 





West So. Central States 





W AND W SALES 
1627 West Fort Street 
DETROIT 16, MICHIGAN 
Covering Michigan Completely 
With Quality Merchandise 
Al. Williford 


H. L. BLACKWELL COMPANY 
Emery Way at Sunset Drive 
EL PASO, TEXAS 
Phone: 3-0503 


Terr.: Tex., N. Mex., and Ariz. 





R. L. YATES 
Candy Manufacturers’ 
Representative 
P. ©. Box 82, College Park Station 
DETROIT 21, MICHIGAN 
Phone DA 6227 
Territory: Michigan 


S. D. CARTER COMPANY 
Merchandise Brokers 
Box 217 
SHREVEPORT, LA. 
Terr.: La., Ark., & E. Texas 








W. S. STOKES 
} Broker & Agent 
| BATESVILLE, ARKANSAS 


East So. Central States 








PAUL JOHNSON AND CO. Candv - Novelii-s - Srecialties 
Manufacturers’ Representatives | Terr.: Arkansas—Accounts solicited 
Day Phone a Phone 2420 | 

70 
CAMPBELLSVILLE, J. J. BOND & COMPANY 


Candy, Crackers, on they 
and Specialty Items 
Terr.: Ky. and Tenn. 


1840 Hill Crest—Phone 7-1800 
FORT WORTH 7, TEXAS 
Territory: Texas and Oklahoma 


_— 
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| Frequent 


E. G. ALDEN & COMPANY 
Box 5014 Term. Sta. 
Phone Lakewood 599W 
DENVER 17, COLORADO 
John Alden troveling—Colo., Wyo., 
Mont., and Western Nebraska 





REILLY ATKINSON & CO.., INC. 
Confectionery & Food Products 
SALT LAKE CITY, U.—BOISE, IDA. 
Terr.: U. & Ida., with contiguous 
sections of adjoining states. 


CAMERON SALES COMPANY 
5701 East Sixth Ave. 
DENVER 7, COLORADO 





Candies and Allied Lines 
Terr.: Colo., Mont., Idaho, Utah, 
N. Mex. 





T. J. LANPHIER COMPANY 
Confectionery and Food Products 
BILLINGS BUTTE GREAT FALLS 

jfenente Of tice) 


err.: Montana & r 


i ot al Established 1907 





MERRILL SALES COMPANY 
313 East Catalina Drive 
PHOENIX, ARIZONA 
and Intensive Coverage 
of Arizona and New Mexico 





FRANK X. SCHILLING 
Confectionery and Novelty Items 
Box 416—Phone 2-3540 
BUTTE, MONTANA 
Complete coverage of all wholesale 
chain nent store dis- 
nd Northern 





VICK are COMPA NY 





16 Ea Van Bur 
PHOENIX, ARIZONA 
Serving the State of Arizona’ 


HARRY YOUNGMAN 
ee beeen 


DENVER 1 CoLonapo 
Territory: Colo., Wyo., Utah, 


Idaho, Mont. 





Pacific States 





—_. SALES COMPANY 
00 Howard Street 
SAN FRANCISCO 5, CALIFORNIA 
Candy & Food Specialties 
Terr.: Calif., 
Hawaiian 









JOHN T. BOND & SON 
637 S. Wilton Place 
Phone Federal 6028 

LOS ANGELES, CALIF. 

Territory: Pacific Coast 

Our 28th Year in Candy and 
Food Field 





CARTER * CARTER 
Confec.ionery fr's Agents 
Established with Batic since 1901 

Connecticut St. 

Phone: Main 7852 
SEATTLE, WASHINGTON 
Terr.: Wash., Ore., Utah, Ida., 
Mont., Nev., Wyo. 





WITENBERG-ROSS . 
24 California St. 
Phone: Exbrook 7973 
SAN FRANCISCO 11, CALIFORNIA | 
315 West Ninth St. 
Phone Trinity 7159 
LOS ANGELES 15, CALIFORNIA 
Terr.: Calif., Arizona, Nevada 
Export 


Wyoming | 


1340 E. 6th Street 
LOS ANGELES 1, CALIFORNIA 
383 Brannan Street 
| SAN FRANCISCO 7, CALIF. 
| Territory: Sate of California 
MALCOLM S. CLARK CO. 


1487 Ya ame St. 


| GENE ALCORN & CO. 





No. Cal.; Nev Ha 
SAN FRANCISCO 40. CALIF. 
923 E. Third St.—Southern California 


LOS ANGELES 13, CALIF. 
1238 N.W. Glisan—Oregon 
PORTLAND, _OREGON 
915 Terminal Sales Bldg. 

Wash., N. Idaho 
SFATTUE 1. WASH. 
3621 Nations Ave. 
Ariz., New Mex., W 
EL PASO, TEXAS 
J. RAY FRY & ASSOCIATES 
| 420 Market St.—Phone Garfield 7690 
SAN FRANCISCO, CALIF. 
Terr.: Calif., Ore., Wash., Mont., 
Ida., Utah, Wyo., Nev., Ariz. 


CHARLES HANSHER 

112 W. Ninth Street 
LOS ANGELES 15, CALIFORNIA 
Personal contacts with chains, job- 
| bers, syndicates & dept. stores 
| throughout Calif., Ore., . & Wash. 


HARTLEY SALES COMPANY 


[comme Ww. - ttley 


Texas 


















Marietta Driv 

| SAN FRANCISCO 16, CALIFORNIA 

Phone: JUniper 4-5300 
California, Oregon, We n 

daho, and N 1 
KESSLER BROTHERS 

739 Market St.—Tel. Garfie 735 

— FRANCISCO 3, CALIF. 
r Western y 6 









States, Ar 


Kessl 


I. LIEERMAN 
SEATTLE 22, WASHINGTON 
Manu tepresentative 

‘Snedae 

















-* HARRY N. NELSON co. 
SAN FRANCISCO 11 il, “CALE. 
1906 





Only 


Stat es 


GEORGE R. STEVENSON co. 
302 Terminal Sales Building 
a soak gay WASH. 

Ore., Ida., Mont. 

Over “20 years in this area. 


L. J. THOMPSON 
Terminal Sales Building 
SEATTLE i, WASH. 
| Terr.: Ore., Wash., W. Idaho 
JERRY W. TURMELL | COMPANY 
| 4127 Crisp Canyon Rd.—State 44713 
| SHERMAN OAKS, CALIFORNIA 
(20 minutes from Los Angeles) 
Terr.: Calif., Associates at Hawaii, 
Philippines ‘and China. Established 
since 1932. 


RALPH W. UNGER 
923 East 3rd Street 
Phone: Trinity 8282 
LOS ANGELES, CALIFORNIA 
Terr.: Calif., Ariz., N. Mex., 
West Tex., Nev. 


“Wester n 


: Ele ven 





















| Ss. E. “JACK” WAGER 

| “ California coverage) 

| 166 So. Central Ave 

‘ LOS ANGELES 12, CALIFORNIA 
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peter ALLY CONSCIOUS candy 
eaters, if they're Republicans 
or Democrates, can now eat candy 
along party lines. Loft Candy Corp. 
has a special convention package, 
all wrapped in red, white and blue 
ribbons, with costume jewelry ele- 
phants or donkeys. Because third 
party followers haven’t adopted any 
symbol, there’s no package for H. 
Wallace et al., however. 

On the fireworks front (Independ- 
ence Day style), the firm has gum- 
drops in red, white, and blue packed 
to look like American flags. Fire 
crackers, shields, and red tep hats 
are also candy filled. 


tt cs at 


O" THE COAST of Japan recently 
a submarine crew saw an ad for 
Heide’s “Jujyfruits,” collected $10, 
ordered same. Heide’s returned the 
$10 together with a generous ship- 
ment of “Jujyfruits.” “We trust the 
‘Jujyfruits’ reach you promptly and 
in good order and we ask that you 





kindly accept them with the com- 
pliments of our firm for distribution 
to the officers and crew of the Sea 
Fox,” the firm wrote. 


S ANDY MIX: Three thousand 
pounds of candy are being sent 
the Norwegian Red Cross for kids 
there. . . In Idaho a small boy gave 
President Truman a stick of gum 
from his pocket. “Thanks,” said the 
President, “that’s what I needed. | 
was just out.” And in Massa- 
chusetts, a police chief caught a bear 
with a bag of candy. 





HERMAN HOOPS and Charles Haug talk 
candy with Jane Russell, NCA convention 
Candy Queen. 
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I SN I ita ancinsascucccseecsioonsmnentang 58 
“Ambrosia Chocolate Co. «0.0.0... 56 
American Dry Milk Institute, Inc...May ‘48 
“American Food Laboratories, 


SS SER Se PE June ‘48 
“American Machine & Foundry Co......... 38 
American Maize Products Co......... June ‘48 
“Amsco Packaging Machinery, Inc........... 73 
Angermeier, T. H. & Co. ............. 4th Cover 
Anheuser-Busch, Inc. 7 
“Armour & Co.\ ................. 


Aromanilla Co., Inc. 





“Berry Copper Works, A 
*Blanke-Baer Ext. & Pres. Co......... April ‘48 
Brown Instrument Co. 


I I, CII sscrciccccscsconcnnisestinnsninns 31 
Burckhalter, Inc., C. W. 
Burke Products Co., Inc. 
Burrell Belting Co. 


California Almond Growers Exchange.. 3 
California Fruit Growers 





I Fa aiitcinnaeniinceal 6. 11. 19 
Camp, Wm. A. Co., Inc. ................ May ‘48 
Cmte TR iin TNs 5nnenencarcccenvensecccvesess 10 
Checolate Spraying Co. 20.0... 46 
“Clinton Industries, Inc. .................. June ‘48 
OI I ois instecansnecnanntinoonsivassnai 37 


Colson Equipment & Supply Co... 
“Confection Machine Sales Co. . 
Consolidated Products Co., Inc. 





*Corn Products Sales Co. ...............ccccsssesee 16 
Currie Manufacturing Co. .............. June ‘48 
Dairyland Milk Corp. ..............c:cccsccsesseees 59 
I I hs arsepcnocionnanen May ‘48 
Davison Choeamical Co. .........sccccccsscssssscesees 72 
Detecto Scales, Ec. ...........0.s0ccccese June ‘48 
Diamond Cellophane Products .............. 76 
Dispersion Equipment Sales Co. ............ 49 
Dodge & Olcott, Inc. .................... 2nd Cover 
Dow Chemical Co. 





od 32 
Durkee Famous Foods, Div. of 


i isc sel June ‘48 
Dyer & Company, B. W. ................ May ‘48 
“Economy Equipment Company.....June ‘48 
RNIN ITI, Soci cajsnctcnuneibonctnpnanetonssiianbnad 16 
*Felton Chemical Company, Inc.....June ‘48 
*Florasynth Laboratories, Inc. .................. 61 


. & 9 eee June 
“Fritzsche Brothers, Inc. .... 
Funsten & Company .............:ccccccsesseseeeees 






Gaylord Container Corp. 


Givaudan-Delawanna, Inc. ...................... 9 
Glidden Company .....................0.0.. June ‘48 
I ig By I accteestccicceitesincccesonc June ‘48 
Is TINIE cicsccencsccsevesnsancscasccace 73 


“Handler and Merckens 
Hanovia Chemical Co. 
Heekin Can Co., The ...................... 
Hooton Chocolate Co. 
Bieter Ca. TRO ......00...00<.0cc.s00-- 
a asi ccasiiceeceuntpemsamneaienl 


Ideal Wrapping Machine Co. .................. 72 
eee June “48 
*Kohnstamm, H. & Co.., Inc. ................ 25, 26 
EE eee 67 






INDEX 


Land O'Lakes Creameries, Inc....June ‘48 
Lehman Company, Inc., J. M............0000 34 
Lynch Package Machine Corp....... June ‘48 
*Lueders & Co., George ..........cccccsscseeeeees 56 
Magnus, Mabee & Reynard Inc.....June ‘48 


Manufacturing Confectioner 
SE N 8, 14, 18, 22 
*Merckens Chocolate Co., Inc. ..............0. 20 
Metropolitan Pool Car 
ES SEE LE see “48 
Mill River Tool Co. ............. 48 





Mills & Bro., Inc., Thos. .................. June ‘48 
Minneapolis Honeywell Regulator 

RR SL I eee June ‘48 
Monsanto Chemical Co. .................ccccceeees 13 
National Equipment Co. ..................... 42, 43 


“National Food Products Co. 
National Ribbon Corporation ........ May ‘48 


National Sugar Refining Co. .................. 62 
*Neumann-Buslee & Wolfe. Inc. ................ 64 
Norda Essential Oil and Chemical 
ar ancesiiusinianink 15 
I I TIN i eicacatansemmnonnnsines 57 
I I, FN ccc ccscnesincsesenessonsoed 50 
Package Machinery Company .. ...68 
os SS) 4) ee 67 
Se Ey Mie BENING <ccenccosesscnesesnatennsl 67 
*Peter Partition Corp. .............00 May ‘48 
LOS eee 
Phillips Co., Inc., George R........... June ‘48 
*Pitt & Sons Co., The C. M. ...........Jume ‘48 
Pelak’s Frutal Works, Inc. ............ June ‘48 
Refined Syrups and Sugars, Inc. ............ 22 


IIS ict dindacece anniashanaiganedipantetedalts 50 


Riegel Paper Corp. .............:::0000 June ‘48 
Robinson Air-Activated Conveyor 

Systems ..... sdeiidatdli saalaaawotens my | 
“Ross & Rowe. Inc. .............. i 12 
Rudnick, Alexander, & Son ................... 57 
a0 
*Senneff-Herr Co., Inc. ................... .June ‘48 
Shumann Equipment Co. ................ May ‘48 
Solway Sales Division, Allied 

Chemical & Dye Corp. ............0:ccccceeeee 59 
Speas Company ....... e — 
Spencer Kellogg & Sons. Inc. Scaea jane ‘48 
I Rs Es asc nesikcnansntsnbecneanstanel 65 
Stokes, F. J., Machine Co., Inc. ..............48 
*Sweetnam, Geo. H., Inc. .............. 49 
| fae sili — 
“Sylvania Div.. American Viscose 

RII rics cas cecastesnatichincdl hekaiaiatemile .3rd Cover 
is MI cactncicntnnacencinceenatienecenvanietieninnnce 57 
Tranin Egg Products Co. ................ May ‘48 
Transparent-Wrap Machine Co. ..............7l 
Union Confectionery Machinery 

EAS LE ee a PN ; — 
Union Pacific Railroad ..................cc00c0e 23 
*Vacuum Candy Machinery Co. .............. 50 
Vocrhees Rubber Mig. Co.., Inc. ............. 48 
Voss Belting & Specialty Co. .................. 53 


Warfield Chocolate Division ...... April ‘48 


Weinman Brothers, Inc. ....................000000 72 
Werner, John & Sons, Inc. ................. 45, 51 
pe a “ee 59 
Weat Disinfocting Co. ..........c.cccccccssccsssees 36 
Western Confectionery Salesmen’s 

PN EE ET BA June ‘48 


“For Detailed Reference Data, See The 1947 Blue Book. 












Candy's Crucial Percentage Sets Volume 


ANDY IS A particularly vulnerable business. In other 

fields of manufacture, there is usually a wider cush- 
ion between the cost and selling price. In packaged 
cereal products—and this explains their advertising and 
expenditures—there is a spread of from 50 per cent to 
100 per cent. Candy as a whole is characterized by a very 
narrow margin between cost and selling price. Our 
break-even point is just around the corner. Instead of 
50 per cent to 100 per cent margin, many of you manu- 
facturers are limited to spreads of from 10 to 30 per cent 
at present. This is dangerous. Any violent upset of con- 
sumer consumption immediately exerts a vicious, com- 
petitive pressure to cut prices. This condition threatens 
some of the smaller companies right now. Larger manu- 
facturers with strong financial reserves know from ex- 
perience what a drastic drop in consumer consumption 
means to profits, and even to financial stability. 


Let’s compare the relationship of a decreasing con- 
sumer consumption of candy to dollar volume. For a 
drastic, sustained slump we have to go back to 1929-1933. 
In this five year period consumption dropped about 15 
per cent or from 1,902,000,000 to 1,631,000,000 pounds. 
Under pressure of a 15 per cent decrease in consumer 
consumption, dollar volume dropped 45 per cent, or from 
$413,000,000 to $226,000,000. Every 1 per cent drop in 
consumer consumption dropped dollar volume 3 per cent. 
This is a basic yardstick for all of us to remember. Every 


drop of 1 per cent in consumption can cost 3 per cent 
in dollar volume. 


Other factors also affected our market between 1929 
and 1933, however. Consumer expenditures dropped many 
billions in this period. National income dropped from 
$80 billion to about $40 billion. Our industry felt these 
pressures, but the significant lesson is the 15 per cent 


drop in consumer consumption cost us a 45 per cent drop 
in dollar volume. It took only 2.7 pounds per capita 
to cause this 45 per cent loss in dollar volume: from 
15.7 pounds in 1929 to 13 pounds in 1933. 


Let’s apply this yardstick of 15 per cent loss in con- 
sumption to 45 per cent loss in dollar volume to our 
present market. 

Consumer ‘consumption in 1947 was 2.6 billion pounds, 


A 15 per cent drop in consumer consumption would be 
390 million pounds. If competitive pressure would exist 
in the same ratio as in 1929-1933, our dollar volume 
would drop $418 million. On this formulae, we either 
fight now to resist a 15 per cent drop in consumption, or 
we might face a potential loss of $418 million dollars in 
sales. Such a downward spiral in dollar volume with the 
present high cost inventories and high production costs, 
could be very disastrous. 


Now the Council on Candy is fighting the present sales 
slump. We are spending over $350,000 this year. You 
may ask how the Council can protect $930 million busi- 
ness with a yearly budget of $350,000? Our answer must 
first start with consumer consumption. Our job is not 
to hold 2.6 billion pounds of candy consumption. We 
are fighting for the vital margin of from 100 to 300 mil- 
lion pounds. This is the crucial percentage. It determines 
profits and dollar volume. 


Through its broad selling and educational campaigns 
the Council fights to hold that narrow margin—that cru- 
cial percentage of consumer consumption which is so stra- 
tegic to your profitable dollar volume. (From a paper 
presented by John Kettlewell, NCA Council on Candy 
director, at the 65th annual NCA Convention.) 


Vincent L. Price, Sr., Dies 


Pazswent FOR TWENTY-FIVE years of the National 
Candy Co. and a director of Clinton Industries, Inc., 
V. L. Price, Sr., died recently in his Tucson apartment 
following a long illness. Mr. Price was 76 years of age. 
His son Vincent L. Price, Jr., noted stage and movie 
actor, was with him at the time. 

Mr. Price was one of the organizers of Clinton Indus- 
tries, and also was a founder of the National Candy Co. 

He retired from active business Jan. 1, 1945, because 
of his age and arthritis, from which he suffered for many 
years. Born in Waukegan, Ill., he became a leader in the 
confectionery industry. He served as chairman of the 
executive committee for the National Confectioners’ Ass'n. 
for 14 years and was president two years. He was also 
secretary of the Western Confectioners’ Ass'n. 

He was president of the Associated Corn Products Man- 
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ufacturers and Corn Industries Research Foundation, its 
successor from 1922 to 1933. 

Active in civic affairs, he was formerly president of 
the YMCA in St. Louis, the St. Louis Advertising Club. 
and the Salesmanship Club and was vice-president of the 
Chamber of Commerce. He served as a director of 5t. 
Louis Country Day School and as an executive commit- 
tee member of the Boy Scouts of America. 

A graduate of Yale University, he became president 
of the Yale Alumni Ass'n. of St. Louis and was a member 
of the Yale Alumni Advisory Board. 

In World War I he was general director of sales for 
the Eighth Federal Reserve District in Liberty Loan cam- 
paigns. This district was the first to exceed its quota 
in the U. S. in the second, third, fourth and fifth cam- 
paigns. 


THE MANUFACTURING CONFECTIONER 








t drop 
capita 
from 


n con- 
oO our 


yunds, 


ild be 
| exist 
olume 
either 
on, or 
ars in 


th the 


costs, 


| sales 

You 
busi- 
' must 
is not 

We 
) mil- 
mines 


aigns 
t cru- 
) stra- 
paper 
candy 


in, its 


nt of 
Club. 
»f the 
of St. 
mmit- 


sident 
mber 


‘s for 
cam- 
quota 
cami- 


ONER 














LET MR. CELLOPHANE GUIDE YOU 
TO BETTER PACKAGING 


‘THE QUALITIES you need for successful packaging are engineered 
into Sylvania Cellophane. Every step in its manufacture is care- 
fully checked to assure you of maximum dust, grease and mois- 
tureproofness. This careful control assures Sylvania Cellophane’s 
uniform transparency and strength . . . low temperature durabil- 
ity... heat sealing qualities . . . excellent printing surface. 
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“Visit our booth at Wes- 
tern Packaging Show, San 
Francisco, August 10-13.” 


j 
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Novelty window carton with inter- 

esting corn design that ties in with 

product displayed through cello- 

phone overwrap. A natural to step 
up impulse sales. 


SYLVANIA DIVISION american viscose CORPORATION 
Manufacturers of cellophane and other cellulose products since 1929 
General Sales Office: 350 Fifth Avenue, New York 1, N.Y. Plant: Fredericksburg, Va. 
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MAINTAIN 
CANDY QUALITY 


| Efficient 


“for Egg 


@ COSTS ONLY ABOUT HALF AS MUCH AS EGG POWDERS from which 


confections of comparable quality can be made. 


@ PRODUCES TOP QUALITY CREAMS, NOUGATS, FUDGES, MARSH- 
MALLOWS and FRAPPES. Pro-Tan’s specially selected and blended proteins 
are themselves stabilized. It contains no added carbohydrates (gums, starch, 
etc.) or gelatin which might produce only moisture stabilization. 


@ PRESERVES TASTE, COLOR, MOISTURE-RETAINING QUALITIES so 
vital to shelf-life and candy salability and “repeat” business. 


Write our Service Department for test 
samples and recipes of Pro-Tan — already 
proved and in use by outstanding candy makers. 
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